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Show  Advertisers  Your  Total  Media 
Footprint  with  ABC's  Consolidated  Media  Report 


Audit  Bureau 
of  Circulations 
ABCinteractive 


The  Consolidated  Media  Report  gives  you  the  power  to  choose 
data  elements,  graphics  and  charts  to  create  the  report  format 
that  best  tells  the  story  of  your  newspaper's  brand. 


Because  ABC  audits  all  data  on  the  reports,  advertisers  know  it  is  reliable. 


Reports  can  include: 


Paid  circulation 


Free  distribution 


Magazines 

Non-paid  products 


E-mail  newsletters 


Text  alerts 


Mobile  distribution 


Website  traffic 


Print  readership 
Online  readership 


Social  media  metrics 


And  more 


^  J©  ^  Anytown  News 

NEWSPAPER 
CONSOUOATEO 
MEDIA  REPORT 


As  your  newspaper  continues  to  evolve,  so  will  ABC. 


Ready  to  create  your  report?  The  sky's  the  limit. 

Contact  an  ABC  marketing  and  sales  manager: 

Bridget  Fleagle  Kristina  Meinig 

(224)  366-6356  (224)  366-64 1  2 

brjdget.fleagle@accessabc.com  kristina.meinig@accessabc.com 

Learn  how  other  ABC  members  are  promoting  their  brand  reach 
at  www.accessabc.com/press/casestudies.htm. 
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There’s  a  lot  more  to  Editor  & 

Publisher  \\\an  paper  and  ink. 

Visit  our  newly  redesigned  website 
for  daily  news  updates  and  exclusive  content 
you  won't  find  anywhere  else.  Our  jobs  site 
and  white  pages  feature  useful  resources  for 
publishing  industry  professionals.  You  can  also 
access  our  digital  edition  for  the  business  news 
you  need  anytime,  anywhere.  Bookmark  us 
today.www.editorandpublisher.com; 

Directory  OF  Online  Services 

■  Breaking  News  Visit 
www.editorandpublisher.com 

■  Departments;  Business,  Ad/Circ,  Headlines, 
Technology,  Online,  Production,  Awards, 
Syndicates 

■  Newspeople  For  industry  staff  appointments,  go  to 
www.editorandpublisher.com/peopleinthenews. 
Send  news  or  promotions  or  staff  changes  to 
people(a)editorandpublisher.com 

■  Letters  to  the  Editor  Email  us  at 
letters@editorandpublisher.com 

■  Newsletter  Sign  up  now  for  E&P's  daily 
e-newsletter  of  top  stories.  Visit 
www.editorandpublisher.com/newsletter 

■  Photo  of  the  Month  Submit  your  entries  to 
heidi@editorandpublisher.com 

■  Columns  Fresh  insight  at 
www.editorandpublisher.com/columns 

■  Classifieds  Search  for  your  next  job  now  at 
www.editorandpublisher.com/epJobs 
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[Editorial 

Extra!  Extra! 
Hear  All  About  It 

New  technologies  speak  volumes,  literally 


uttt  hat  you  see,  is  what  you 
% /%  /  get”  is  no  longer  the  case 
f  T  when  it  comes  to  newspa¬ 
pers.  Now,  what  you  see  is  only  a  frac¬ 
tion  of  what  you  get  thanks  to  new 
technologies  that  are  enriching  reader 
experience  through  enhanced  content 
and  interactive  advertising.  Readers 
can  now  transform  their  static  print 
edition  into  an  impressive  rich  media 
experience  by  simply  aiming  their 
smartphones  at  the  printed  page. 

Instant  access  to  audio,  video, 
news  updates,  and  action  alerts 
offers  readers  an  array  of  sensory 
experiences  —  and  offers  publish¬ 
ers  an  expanded  selection  of  rev¬ 
enue-generating  opportunities. 

To  demonstrate  how  all  this 
works,  E&P  partnered  wdth 
Digimarc  and  Newspaper  Next 
LLC,  two  companies  specializing  in 
transforming  print  content  into 
interactive  experiences.  The 
Januarv’  issue  of  E&P  includes  two 
feature  stories  that  utilize  the 
“techno  magic”  you  can  experience 
firsthand.  “High-Voltage 
Marketing”  (p.  34)  and  “The  Tablet 
Market”  (p.  40)  contain  invisible 
watermarks  than  can  be  activated 
with  the  Digimarc  Discover  app 
(available  on  the  Android  market 
and  the  Apple  app  store). 

Once  the  app  is  launched,  point 
your  smartphone  camera  about  4 
to  6  inches  from  the  lead  image 
and  detection  should  be  instant. 
The  invisible  watermark  acts  like  a 
QR  code,  without  looking  like  one. 
Once  activated,  the  Digimarc  app 
will  “read”  the  stories  via  audio 
produced  by  Newspaper  Next  LLC. 

Convenient  and  available  24/7, 
audio  offers  readers  flexibility 
while  giving  publishers  a  brand- 
new  revenue  stream.  But,  audio  is 


only  one  element  of  the  digital 
offerings  available.  Video,  photo 
galleries,  games,  and  online  pur¬ 
chases  can  also  be  directly 
accessed  through  the  app  —pro¬ 
viding  forward-thinking  mar¬ 
keters  more  opportunities  to  sell 
their  products  and  services. 

By  utilizing  new  technology’, 
newspapers  will  be  able  to  extend 
the  reach  of  cheir  print  content  to  a 
larger  and  more  diverse  audience, 
offering  greater  engagement  to 
readers  and  more  opportunity  for 
adx  ertisers.  According  to 
eMarketer,  by  2015  there  will  be 
148.6  million  smartphone  users  in 
the  U.S.,  up  from  90.1  million  in 
2011.  These  users  will  represent  58 
percent  of  mobile  phone  users  in 
2015,  up  from  38  percent  in  2011. 

These  statistics  resonate  well 
with  advertisers,  as  more  smart¬ 
phones  equals  more  online  sales. 
eMarketer  estimates  mobile  com¬ 
merce  sales  will  reach  $11.6  bil¬ 
lion  in  2012,  a  73.1  percent 
increase  over  2011.  The  market 
research  firm  also  forecasts  that 
37-5  million  U.S.  consumers 
ages  14  or  older  will  make  at 
least  one  purchase  on  their 
mobile  phone  next  year,  up 
from  26.8  million  in  2011.  The 
vast  majority  of  that  group  will 
be  smartphone  owners,  at  97 
percent  in  2012. 

With  Internet  connectivity  avail¬ 
able  almost  anyw  here  on  Earth 
and  smartphones  in  the  palms  of 
millions,  newspapers  that  are  pre¬ 
pared  to  meet  consumer  expecta¬ 
tions  and  understand  how  to  deliv¬ 
er  the  best  possible  experience  and 
offer  a  full  range  of  digital  ad 
choices  to  advertisers  will  be  the 
most  successful.  —  J.F. 
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ALICIA^^  47^^”  Annual  Competition 
PATTERSON  Fellowship  Winners 


FOUNDATION 


FOR  2011 


2012  Fellowship  Winners 


Kat  Aaron 

Editor,  Investigative  Reporting  Workshop, 
Washington,  D.C. 

“The  Impact  of  Budget  Cuts  on 
Civil  Justice  in  America.” 

Richard  Conniff 

Freelance  writer. 

Old  Lyme,  CT. 

“Our  Love  Affair  with  All  Things  Oink  - 
the  World’s  Leading  Meat  Source.” 

Nadja  Drost 

Freelance  writer,  correspondent  for 
Global  Post, 

Bogota*  Colombia 
“Gold  is  the  New  Cocaine.” 

Rowan  Jacobsen 

Freelance  writer, 

Calais,  VT. 

“Northeast  India: 

Creatures  and  Cultures  in  Collision.” 


Alexis  Okeowo 

Assistant  editor, 

Ihe  New  Yorker, 

New  York,  N.Y. 

“Africa’s  Battle  over  Homosexuality.” 


Hillary  Rosner 

Freelance  writer, 

Boulder,  CO. 

“The  Evolution  Fix: 

Saving  Nature  in  the  DNA  Era.” 


Judges  for  the  47*’’  Annual  Competition; 

Anne  Albright  -  attorney,  APF  Foundation  treasurer 

Sandy  Close  -  founder.  Pacific  News  Service  and  New 
America  Media 

Patrick  Hoge  -  technology  reporter,  San  Francisco  Business 
Times  and  APF  Foundation  board  member 

Robert  Lee  Hotz  -  science  columnist.  The  Wall  Street 
Journal  and  APF  Foundation  board  president 

Kristal  Brent  Zook,  Ph.D.  -  associate  professor  and  direc¬ 
tor  of  the  masters’  journalism  program  at  Hofstra  University 
and  APF  ’05. 

The  Alicia'Patterson  Foundation  fellowship  program  for 
journalists  was  established  in  1965  in  memory  of  Alicia  Pat¬ 
terson,  who  was  editor  and  publisher  of  Newsday  for  nearly 
twenty-three  years  before  her  death  in  1963.  One-year  grants 
of  $40,000  and  six-month  grants  of  $20,000  are  awarded 
to  working  print  journalists  and  photographers.  Fellows 
pursue  independent  projects  of  significant  interest  and  write/ 
illustrate  articles  based  on  their  investigations  for  the  APF 
Reporter,  a  quarterly  magazine  of  the  foundation,  available  at 
www.aliciapatterson.org. 

For  program  information  and  applications  for  the  48th  an¬ 
nual  competition,  contact: 

Alicia  Patterson  Foundation, 

1090  Vermont  Ave.  NW,  Suite  1000, 

Washington,  DC  20005. 

Phone:  (202)  393-5995 

Email:  info@aliciapatterson.org. 

Applications  also  may  be  downloaded  at: 
www.aliciapatterson.org. 

Applications  must  be  submitted  by  October  1,  2012. 
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|~^0  M  M  E  N  T  S 


o\v  do  we  have  a  universiU’  faculU 
that  doesn't  understand  the  pur¬ 
pose  of  a  student  newspaper  and 
the  fact  that  journalists  are  supposed  to  iisk 
questions  that  need  to  be  asked,  not  play 
cheerleader  or  human  microphone  stand? 
But.  what’s  happening  at  Kentucky'  (Ethics 
Comer,  November  2011)  is  not  unusual. 
Sports  commentator  Bnice  Hot)lev  (fired 
for  criticizing  Ohio  State  on  his  radio 
show)  explains  in  this  clip  how  things  have 
changed  at  Ohio  State: 
http://\imeo.com/27+90170.  One  reason 
we  see  scandal  after  scandal  in  college  ath¬ 
letics  is  because  the  press  has  failed  to  do 
its  job.  Here’s  what  happened  in 
Columbus:  http:/ 'newsit.net/stories/1173. 
WTien  journalism  fails,  bad  things  happen. 

KARL  IDSVOOG 
WHENJOURNAUSMFAILS.BLOGSPOT.COM 

miONFROMHCHOOlAUlM 

I’ve  written  the  UK  Alumni  .\ssociation 
telling  them  Ill  be  withholding  further 
support  until  I  see  some  positi\  e 
movement  on  this  i.ssue  (Ethics  Corner, 
November  2011).  I’ve  written  the  journal¬ 
ism  department  e.xpressing  the  view  that 
the  universift  ’s  actions  can  only  diminish 
the  reputation  of  its  J-.schot)l.  On  the  other 
hand.  I  find  the  Kemeh  offices-in-school- 
building  situation  trouble.some.  It’s  hard 
to  ask  to  be  treated  like  all  the  other  jour¬ 
nalists.  on  the  one  hand,  and  then  accept 
ftw  room  (if  not  board),  on  the  other. 

TERRY  DUNHAM 
1969  UK  GRADUATE,  JOURNALISM 


This  cannot  be  the  same  university 
where  I  received  my  B..A.  in  jour¬ 
nalism  and  held  many  different 
positions  with  the  Kentucky  Kernel  and 
student  publications  (Ethics  Corner,  No¬ 
vember  2011).  I  learned  some  valuable 
lessons  from  the  daily  experience  of  writ¬ 


ing,  editing,  and  e\en  making  mistakes, 
which  resulted  in  a  20-year  career  with  a 
major  daily  newspaper.  Student  journal¬ 
ists  have  to  be  able  to  ;isk  questions  and 
foster  independent  thought.  The  campus 
newspaper’s  fimction  is  not  a  public  rela¬ 
tions  vehicle  but  a  place  for  students  to 
develop  re{X)rting  skills.  For  shame. 

NATALIE  CAUDILL 
UK  ALUM 

rROMONFSilLTOWNTOANOTHER 

Nice  piece  (Breaking  Big  News  in 
a  Small  Town,  November  2011). 
1  started  my  news  site  online 
last  year  in  Hawiey,  Texas,  just  North 
of  Abilene.  1  have  experienced  so  many 
of  these  situations  —  and  I  haven’t  even 
gone  to  print  yet.  I  will  in  Januaiy .  For¬ 
tunately  for  me.  I  learned  the  Web  side 
of  covering  media  by  visiting  surround¬ 
ing  towns.  1  appreciate  }our  struggle, 
and  1  enjoyed  your  article  overall. 

HAWLEY  VOICE  NEWS 
HAWLEYVOICE.COM 


My  husband  and  1  really  appre¬ 
ciated  your  article  (Breaking 
Big  News  in  a  Small  Town, 
November  2011).  We  publish  The  Aha- 
conian,  a  twice-monthly  free  paper  that 
selves  16,000  people  in  19  small  com¬ 
munities  on  Abaco,  an  island  110  miles 
long.  Six  of  the  towns  are  located  on 
offshore  cays  accessible  only  by  feriy . 
We  have  a  staff  of  four  part-time  writ¬ 
ers  and  two  full-time  writers  who  do  a 
variety  of  work,  including  ad  creation. 
Your  column  was  so  tnie  in  all  aspects. 
We  started  the  paper  19  years  ago  with 
no  newspaper  experience.  Our  only  dif¬ 


ference  from  Don  Jaramillo  is  that  we  are 
well-respected  in  the  community. 

KATHY  RALPH 
THE  ABACONIAN 

KRLRSHRULRARRRESSRUIIUTY 

RFREPRRIR 

Mr.  Kolb  (Breaking  Big  News  in  a 

Small  Towai.  November  2011)  cer¬ 
tainly  did  not  deserve  to  be  insult¬ 
ed  in  public  by  the  woman  w  hose 
reputation  his  paper  trashed  by  publishing 
a  piece  about  the  charges  and  then  (one 
presumes  from  her  inten.se  anger)  not  pub¬ 
lishing  a  piece  stating  that  the  charges  were 
dropped.  It  is  perfectly  understandable  why 
she  Wcis  incensed.  Kolb’s  paper  told  the 
communit}-  she  was  accused  of  a  crime  and 
then  didn’t  bother  to  report  the  rest  of  the 
stoiy.  What  is  puzzling  is  how  cavalier  Kolb 
was  in  his  response  to  a  member  of  his 
“communit}  ”  concerning  the  qualitx’  of  his 
paper’s  reporting. 

P.D.  LESKO 
PUBLISHER,  A2POLITICO.COM 

CRMMRNITYCRVERAfiE 

As  the  editor  ot'The  North  Florida  Herald, 

1  had  one  man  take  a  newspaix>r  rack  and 
throw  it  into  the  street  in  front  of  my  5-year- 
old  son  and  me  becau.se  he  didn’t  like  an  edi¬ 
torial.  He  then  leaned  in,  pointed  to  me  and 
my  son,  and  said,  “I  know  where  you  live.” 
The  cops  reftised  to  press  charges  and  said 
the  man  was  from  BrcwklvTi  and  “that’s  how 
they  talk  there"  —  I  kid  you  not.  After  writing 
an  expose  about  a  cit\'  official,  I  show  ed  up  at 
the  ne.xt  eit>’  meeting  to  sec  that  I  was  listed 
as  the  first  agenda  item.  The  city  council  then 
proceeded  to  spend  two  hours  bashing  me 
and  the  paper.  One  city  official  actually 
brought  200  members  of  his  Christian 
church,  many  of  whom  bashed  me  some 
more.  Interestingly,  not  a  single  person 
accused  me  of  getting  amthing  wrong.  Not 
one  factual  error.  They  just  hated  the  fact 
that  I  exposed  something  they  didn’t  want 
the  public  to  know. 

Submitted  in  response  to  Breaking  Big 
News  in  a  Small  j  own,  November  2011. 

RONALD  DUPONT  JR. 
PUBLISHER,  NORTH  FLORIDA  HERALD 


Email:  kristina@e(litorandpublisher.com,  or  write  to  “Comments,"  Editor  &  Publisher, 

17782  Cowan,  Suite  C,  Irvine,  CA  92614.  Please  include  your  name,  title,  city  and  state,  and 
email  address.  Letters  may  be  edited  for  all  the  usual  reasons. 
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NAA  ►  IS  THE 

PLACE  TO  BE  APRIL  2-5,  201 2. 

Marriott  Wardman  Park,  Washington,  DC 

'  '  Keynote  addresses,  sessions  and  panels  address 

'  ■  success  stories  and  opportunities  for  innovation - 

revenue,  audience  and  all  things  digital  and  mobile. 


NAA  associate  members  with  products,  partnerships, 
solutions  and  services. 
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Guests  from  the  largest  buyers  of  newspaper  media 
engage  one-on-one  with  newspaper  media  executives  in 
private  meetings. 


4? 

I 

.•f 


The  connection  with  longtime  and  new  colleagues  is  a 
vibrant  experience  throughout  the  four  days. 


.  '  Save  $200*  through 

January  1 5,  201 2.  Start  connecting  with  mediaX- 
charige  201 2  participants  today! 


-It  < 


‘member  savings  vs.  the  onsite  member  registration  rate. 
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Look  Ahead 


Ojffbeat 

little  Printer/ 
Big  Deal 


Paperboy 


BY  HEIDI  KULICKE 


New  technolog\’  is  exciting. 

There’s  never  a  shortage  of 
ideas  to  make  life  easier  and 
more  enjoyable.  But  how  some  in¬ 
ventions  make  it  past  the  drawing 
board  remains  a  mysteiy.  Take  for 
instance  the  Dr>  Ear  Ear  Diy  er,  a  ma¬ 
chine  designed  to  dr\’  your  ears  after 
showering  or  s\%imming,  or  the  mo¬ 
torized  ice  cream  cone  holder,  perfect 
for  those  too  laz>’  to  turn  their  wrist 
to  get  to  the  other  side. 

And  then  there’s  the  Little  Printer, 
a  de\ice  with  an  identiU’  crisis  and 
no  clear  objective  other  than  spitting 
out  moderately  useful  scraps  of 
paper. 


“Paperboy”  delivers  digital  news  in 
a  whole  new  way 
BY  NU  YANG 


taking  a  picture  of  an  article,  readers 
can  share  that  news  through  email  or 
social  media  —  “a  digital  version  of 
tearing  out  pages,”  Desmet  said. 

An  attractive  feature  for  publish¬ 
ers  is  how  easy  it  is  to  make  their 
paper  interactive:  Just  upload  a 
PDF  of  the  new'  issue  to  kooaba’s 
serv'ers,  and  the  proprietary  tech¬ 
nology'  does  the  rest.  Each  printed 
page  gets  connected  to  a  mobile 
results  page  via  image  recognition. 
This  also  includes  print  advertise¬ 
ments,  called  Smart  Ads. 

“Advertisers  can  now  enrich  their 
ads  with  great  content  and  services, 
such  as  coupons,  sweepstakes,  and 
product  videos,”  Desmet  said. 

With  a  paid  version,  publishers 
can  view'  statistics  of  when,  where, 
and  what  readers  are  taking  pic¬ 
tures  of,  which  is  useful  in  targeting 
their  audience. 


Anew'  mobile  app  offers  pub¬ 
lishers  a  w'ay  to  bridge  the  gap 
betw  een  print  and  digital. 
While  a  traditional  paperboy  deliv¬ 
ers  newspapers  to  your  front  door, 
Sw'iss  company  kooaba’s  Paperboy 
app  delivers  the  paper  to  your  digi¬ 
tal  dev'ices.  Paperboy  is  a  free  down¬ 
load  for  iPhone  as  w'ell  as 
Android-based  smartphones. 

Paperboy  (paperboytool.com) 
uses  image  recognition  to  connect 
the  printed  publication  with  digital 
extras  on  mobile  phones  such  as 
pictures,  \ideos,  interviews,  and 
audio  samples.  All  readers  have  to 
do  is  take  a  photo  of  the  page,  and 
they  are  taken  to  the  digital  version 
right  on  their  phones. 

“The  app  is  powered  with  sophis¬ 
ticated  image  recognition  technolo¬ 
gy,”  said  marketing  manager  Tom 
Desmet.  “It  connects  the  real  world 
with  the  digital  w'orld  without  the 
need  to  add  a  bar  or  QR  code's  or 
watermarks.” 

Besides  the  interactive  print, 
readers  see  other  benefits.  Just  by 


The  Little  Printer  creates  a  daily 
printout  the  size  of  a  receipt,  with 
customizable  content  the  ow'ner  con¬ 
trols  from  a  smartphone  app.  It’s 
marketed  to  those  who  want  a  paper 
printout  of  their  friends’  Foursquare 
check-ins  and  other  social  media 
activity,  crossword  puzzles,  shopping 
continued  on  page  11 


IMAGE  RECOGNITION 

By  partnering  with  Newspaper- 
Direct  (newspaperdirect.com), 
kooaba  has  access  to  almost  2,000 
continued  on  page  11 
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ONIRE  ROAD  MAP 
TO  SUCCESS, 
AMERICA  EAST  IS  AN 
EXIT  YOU  SHOULDN’T 
MISS... 


STRATEGY 


THROUGH  OUR  INNOVATIVE  EDUCATIONAL  SESSIONS  AND  EXCITING  TRADE  SHOW  FLOOR, 

AMERICA  EAST  PROVIDES  THE  ANSWERS  AND  IDEAS  YOU  NEED  TO  DRIVE  YOUR  NEWSPAPER 
BUSINESS  IN  THE  RIGHT  DIRECTIONI 

Join  US  March  12  - 14, 2012  at  the  largest  regional  conference 
for  the  newspaper  industry  and  its  suppliers.  Whether  you're  looking 
for  revenue-generating  opportunities,  mobile  S  digital  strategies, 
sustainability  programs  or  improved  efficiencies,  we  have  the 
programming  for  you! 

Visit  www.america-east.CDm  for  more  information 
or  call  (717)  703-3070. 


★  Achievers 


^  Working  ^ 

.  For  You  ; 

^  Every' Day! 

304-263-8931 

www.journal-news.net 


INDUSTRY 


Milwaukee  Investigative 
Reporter  Exposes  Both 
Sides  of  the  Law 


Newspaper  partners  with  advertisers  to  create 
memorable  decks  of  cards 


they  received  a  surprise 
deck  of  cards  with  their 

weren't  just  average 

cards  —  each  card  in 

the  deck  was  sponsored 

by  a  local  business  or 

organization  through  a 

unique  advertising  HHUhnlM 

campaign. 

It  all  began  when 

Laura  Lowther  of  ^  i 

Progressive  Printing  y  g  ^  *■?  = 

pitched  a  creative  M  f 

money-making  idea  to  ▼  sjwO  ^ I  f 

Journal  News  sales 

director  Judy  Gelestor.  -  i  ^  "s  I 

Lowther  had  recently  1  i  5  '^3  * 

\isited  her  family  and  ^  S  I  I 

noticed  her  hometown  |  ^ 

new'spaper  the  1 1  ^  ♦  ri 

Morning  Times  in  r,  '  *  (ti 

Sa\Te,  Pa.  had  sent  her  »  ^  v  Ml 

mother  a  deck  of  cards.  iH  ^ 

“She  was  kind  enough  V 

to  bring  the  sample  to  I  IJ 

me,  and  the  advertising 
department  loved  the  '  '  ' 

idea,”  Gelestor  said. 

The  sales  team  embraced  tbe  concept  and  bad  no 
trouble  selling  every  card  in  the  deck.  A  deck  w'as  deliv¬ 
ered  to  each  home  subscriber  of  the  Journal  on  Nov.  14, 
and  the  reader  response  was  ver\’  positive,  Gelestor  said. 
“Several  people  called  to  say  they  liked  the  idea  and  wall 
keep  the  cards  as  a  keepsake,  since  local  businesses 
sponsored  them.” 

Progressive  Printing  sponsored  the  queen  of  dia¬ 
monds  card,  and  other  sponsors  ranged  from  local  busi¬ 
nesses  to  community  icons  such  as  libraries,  schools, 
convention  and  \nsitors’  bureaus,  and  cultural  venues. 

“VVe  would  like  to  do  the  cards  again;  well  just  need 
to  see  how'  they  fit  in  with  our  other  promotional  plans 
in  the  future,”  Gelestor  said. 

The  deck  of  cards  is  a  limited  edition  and  is  available 
for  sale  at  tbe  Journal  office  for  $5  per  deck.  s 


BY  NU  YANG 


Milwaukee  (Wis.)  Jour¬ 
nal  Sentinel  inves¬ 
tigative  reporter  Gina 
Barton’s  October  2011  three- 
part  series  ‘‘Both  Sides  of  the 
Law”  found  that  at  least  93 
Milwaukee  police  officers  had 
been  disciplined  for  violating 
laws  and  ordinances,  but  did¬ 
n’t  lose  their  jobs. 


Gina  Barton 


JOURNALSEN 


IXKtors 
iaik'tl  to 
note  I'isk 
ortaiuei 


Barton  said  it  took  nearly  two  years  of  records 
requests,  a  court  case,  and  $7,500  in  fees  to 
complete  the  story.  Her  findings  made  an 
impact  in  the  local  community  —  and  with 
state  legislators.  Senior  editor  Greg 
Borowski,  who  oversaw  Barton’s  project,  called 
her  work  a  ‘‘textbook  example  of  watchdog 
investigation.” 

Even  with  newsrooms  seeing  decreased  staff, 
time,  and  resources,  reporters  such  as  Barton 
have  kept  asking  the  difficult  questions,  starting 
with  ‘‘Why?” 

“Both  Sides  of  the  Law”  can  be  found  at 
jsonline.com/bothsides. 
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Breaking  THE  Big  SiQRY 


continued  from  page  8  (Look  Ahead) 

newspapers  worldwide.  If  a 
publisher  is  a  client  of 
NewspaperDirect,  the  paper 
\vill  automatically  receive  a 
free,  basic  version  of  interac¬ 
tive  print.  According  to 
Desmet,  that’s  more  than 
40,000  pages  per  day. 

“Sometimes  clients  in  the 
beginning  are  a  bit  reserved 
when  it  comes  down  to  the 
thought  that  their  valuable 
content  can  be  shared  on  the 
Internet,”  he  said.  “(But)  pub¬ 
lishers  will  never  lose  sub¬ 
scribers  by  sharing  content ... 
That  is  something  publishers 
have  come  to  realize  more  and 
more.” 

Like  many  others  in  the 
industry',  Desmet  recognizes 
that  rapid  changes  are  occur¬ 
ring.  “Good  alternative  carri¬ 
ers,  such  as  smartphones  and 
tablets,  are  coming  into  play, 
and  we  need  to  find  a  way  for 
the  traditional  printed  media 
to  become  more  attractive  to  a 
younger  audience. 

“As  long  as  there  is  a  big 
market  for  reading  printed 
media  —  and  there  is  —  we 
should  find  w  ays  to  make  it 
more  competitive  with  the 
digital  content,”  Desmet  con¬ 
tinued.  “With  Paperboy,  w'e 
start  with  bridging  the  gap 
and  combining  both  worlds 
instead  of  replacing  one  for 
the  other.”  iJ 


Patriot-News  crime  reporter  Sara 
Ganim  on  the  Penn  State  scandal 


One  of  the  most  talked-about 

stories  of  last  year  w  as  the  mo¬ 
lestation  charges  filed  against 
former  Penn  State  football  defensive 
coordinator  Jerr>’  Sandusky.  The  sto¬ 
ry’  exploded  in  mainstream  media 
outlets  following  the  grand  juiy  in¬ 
vestigation  in  November,  but  crime 
reporter  Sara  Ganim  had  broken  the 
new’s  nearly  eight  months  earlier  in 
the  Harrisburg,  Pa.,  Patriot-News. 

The  24-year-old  reporter  Has  only 
been  with  the  paper  for  a  year,  but 
her  newspaper  career  began  when 
she  was  a  high  school  sophomore. 

She  graduated  from  Penn  State  in 
2008  with  a  journalism  degree  and 
has  written  for  the  South  Florida 
Sun-Sent/ne/ in  Fort  Lauderdale,  . 
Fla.,  The  Associated  Press,  and 
Centre  Daily  Times  in  State  College, 
Pa. 

But  it’s  her  work  at  the  Patriot- 
News  that  has  garnered  her  national 
attention. 

“I  did  not  expect  this  kind  of  reac¬ 
tion,”  Ganim  said.  “I  was  just  focused 
on  presenting  the  facts  and  treating 
it  like  any  other  crime  stoiy  .” 

While  writing  about  the  grand  juiy’ 
investigation,  Ganim  said  she  was 
faced  with  a  lot  of  “secrecy,”  but  she 


credited  her 
paper  for  giv¬ 
ing  her  the 
time  she  need¬ 
ed  to  “dig  and 
knock  on  a  lot 
of  doors.” 

Her  tena¬ 
cious  report¬ 
ing  has  col¬ 
leagues  prais¬ 
ing  her.  During  long  working  days, 
Ganim  said  it  was  the  heartfelt  com¬ 
pliments  she  received  from  other 
journalists  in  the  industry  that  got 
her  through. 

Social  rnedia  has  also  played  a  big 
part  in  Ganim’s  reporting.  “The  feed¬ 
back  I  receive  on  Twitter  gives  me  a 
perspective  on  what  questions  (read¬ 
ers)  have  and  what  they  are  feeling. 
That’s  been  really  helpful.” 

As  a  journalist,  Ganim  has  also 
learned  a  lot  about  the  craft.  “No 
matter  how'  big  the  story  is,  basic 
journalism  skills  still  apply.  Respect 
the  craft  and  work  hard.  Cultivate 
sources  and  really  listen  to  the  peo¬ 
ple." 

Despite  the  sensitive  nature  of  the 
Penn  State  story,  Ganim  said  she  still 
hopes  to  take  a  subject  that  is  bad 
and  turn  it  into  something  good. 
“Something  positive  I’ve  heard  from 
the  Hctims  is  that  it’s  inspiring  more 
people  to  talk  about  child  abuse,  so  a 
good  thing  can  come  out  of  this.”  l 


BY  NU  YANG 


Sara  Ganim 


continued from  page  8  (Offbeat) 


checklists,  to-do  lists,  and  news  head¬ 
lines.  Most  of  the  uses  are  fine,  how¬ 
ever  stalkerish  the  Foursquare  check¬ 
ins  might  be.  But  new  s  headlines? 
Printed  news  has  a  name  —  it’s  called 


a  newspaper. 

Maybe  the  Little  Printer,  designed 
by  BERG  studios  in  London  and 
available  sometime  this  year,  vx-ill  be 
a  hit.  Maybe  it  will  somehow  pique  a 
user’s  interest  enough  to  go  online 
and  read  about  a  new  s  story  (from  a 
newspaper’s  website,  of  course). 
Maybe  consumers  will  gitsh  over  its 
cute  little  face  and  comb-over.  Or, 
maybe  not. 
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Auha.  Newspupeiis! 

Volunteers  bring  historic  Hawaiian  language  newspapers  to  the  Internet 


BY  HEIDI  KULICKE 

Hawaiian  nonprofit  organi¬ 
zation  Awaiaiilu,  Inc.  is  in 
the  midst  of  a  massive 
translation  project  fueled  by  histo- 
ly,  newspapers,  and  volunteers, 
that  aims  to  bridge  the  gap  be¬ 
tween  Hawaii's  past  and  present. 

About  100  Hawaiian-language 
newspapers  published  from  1834 
to  1948  are  being  translated  by 
roughly  3,000  volunteers.  The 
newspapers  are  currently  housed 
in  Hawaiian  archival  collections  as 
originals  and  microfilmed  images, 
but  when  the  project  is  finished, 
more  than  60,000  pages  of  daily 
life  in  the  Hawaiian  Kingdom  \\ill 
be  available  for  viewing  on  the 
Internet. 


The  ambitious  project  is  titled 
‘Ike  Ku‘oko‘a,  or  Liberating 
Knowledge.  The  entire  volunteer 
effort  will  be  managed  online 
using  a  Web-based  program, 
allowing  interested  individuals  to 
download  the  files  and  participate 
from  remote  locations.  Volunteers 
are  not  required  to  know  the 
Hawaiian  language  to  participate. 

Many  organizations  have  joined 
the  effort  to  preserve  Hawaii’s 
legacy  through  finances  and 
resources.  Organizations  include 
The  Pu‘a  Foundation,  Office  of 
Hawaiian  Affairs,  Kamehameha 
Schools,  Hawai'inuiakea:  Center 
for  Hawaiian  Knowledge,  U.H. 

Sea  Grants  Hawai'i,  and  numerous 


Legal  Briefs 


Patriot  Act 
Interpretation 

The  New  York  Times  has  sued  the 
U.S.  government  for  refusing  to 
provide  details  on  how  it  interprets 
the  Patriot  Act.  The  newspaper 
made  a  series  of  Freedom  of 
Information  Act  requests  to  reveal 
the  interpretation,  but  was 
declined.  The  government  claims 
the  interpretation  it  uses  is  classi¬ 
fied  information;  however,  the 
newspaper  believes  a  law  should 
not  be  hidden  from  sight,  and  the 
government  should  not  refuse  to 
say  how  it  takes  action  on  its  own 
laws. 


Debt  Woes 

McGrann  Paper  Corp.  of  Charlotte, 
N.C.,  has  sued  MaineToday  Media 
Inc.  over  unpaid  bills.  The  paper 
company  is  seeking  payment  of 
more  than  $124,000  for  more 
than  300,000  pounds  of  specialty 
paper  used  in  printing  the  adver¬ 
tisements.  The  suit  was  filed  the 
day  before  Richard  Connor 
announced  that  he  was  resigning 
as  CEO  of  MaineToday  Media, 
which  owns  the  Portland  Press 
Herald,  Kennebec  Journal  in 
Augusta,  and  Morning  Sentinel- m 
Waterville. 


civic  clubs  and  halau  in 
Hawaii  and  abroad. 

Visit  ww’w.aw'aiaulu.org  for 
more  information  and  to  regis¬ 
ter  as  a  volunteer.  General  reg¬ 
istration  will  continue  until  the 
project’s  scheduled  completion 
date  of  July  31,  or  La  Ho‘iho‘i 
Ea  (Restoration  Day  in  the 
Hawaiian  Kingdom)  or  until 
all  the  work  is  completed.  All 
typed  pages  will  be  reviewed 
for  accuracy.  The  completed 
project  is  scheduled  to  be 
available  for  online  viewing 
beginning  Nov.  28,  2012,  to 
coincide  with  La  Ku‘oko‘a,  the 
Hawaiian  Kingdom’s 
Independence  Day.  5 


Trouble  for  Tribune 

Salt  Lake  County  prosecutor 
Michaela  Andruzzi  has  sued  the 
Salt  Lake  Tribune,  Utah’s  largest 
newspaper,  and  its  corporate  par¬ 
ent,  MediaNews  Group.  Andruzzi 
claims  the  newspaper  defamed  her 
in  an  ‘‘uninvestigated  report”  that 
falsely  accused  her  of  making 
racially  charged  comments  about  a 
candidate  for  district  attorney  in 
order  to  boost  the  Democrat’s  run 
for  office  in  a  2010  election.  She 
says  she  was  demoted  after  the 
story  came  out,  even  though  the 
Tribune  eventually  ran  another  arti¬ 
cle  acknowledging  that  the  allega¬ 
tions  were  false.  Andruzzi  seeks 
punitive  damages  for  libel. 
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From  the  Archive 


MOlMl 


Stars  and  Stripes 
celebrates  150  years 


BY  HEIDI  KULICKE 


A  lot  has  changed  since  the 
first  issue  of  The  Stars  and 
Stripes  was  printed  dur¬ 
ing  1861,  the  initial  year  of  the 
Ci\’il  War,  but  the  commitment 
to  cover  everv  war  America  faces 


^mra]  Jitf AMO  STRffK  IkxtiuI 


HITLER 

DEAD 


During  a  three-day  stay  in  Tunisia,  members  of  Hearst  Newspapers’ 
Junior  Diplomats  enjoyed  climbing  aboard  a  camel  as  transportation. 
The  junior  diplomats  were  newspaper  carriers'selected  to  go  on 
goodwill  missions  abroad.  The  stopover  in  North  Africa  was  part  of  a 
two-week  tour  of  Paris,  Rome,  Tunis,  and  Madrid.  This  photo  original¬ 
ly  appeared  in  the  Jan.  21, 1967  edition  of  E&P. 


Fu^hr^r  Ftit  at  CP,  German  Radio  Say$f 
Doenitz  at  Heim,  Vowm  War  Will  Continue 


Tornoe’s  Corner 


has  not.  The  Bloomfield,  Mo., 
militar}'  newspaper  was  created 
to  be  a  news  source  for  members 
of  American  armed  forces  seiz  ¬ 
ing  abroad  during  times  of  war 
and  has  strived  to  proNide  a  link 
between  the  homefront  and  bat- 
tlefront  during  eveiy  major 
American  conflict  in  the  last 
centuiy  and  a  half.  Today,  the 
publication  has  about  350,000 
readers. 


I'M  oPF  To 
Co/ea  THE  LATegr 
occuFi  Pttar^. 
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Tb 

TM6  ponce 
Aiy  PPGSS  BAOie 
THIS  TIME.' 
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O  Publisher’s 
Bookshelf 


“Funding  Journalism  in  the  Digital  Age" 

Jeff  Kaye  and  Stephen  Quinn 

(Peter  Lang  Publishing,  February  2010) 

The  disruption  of  traditional  business  models  has  made  it  diffi¬ 
cult  for  newspapers  to  do  what  they  do  best:  quality,  investiga¬ 
tive  journalism,  often  an  expensive  endeavor.  “Funding 
Journalism  in  the  Digital  Age"  not  only  explores  the  current 
challenges  publishers  face  from  shrinking  revenue,  but  also  ^ 

provides  a  comprehensive  look  at  business  models  and  strate¬ 
gies  that  could  sustain  the  news  industry  as  it  makes  the  transition  from  print  and 
broadcast  distribution  to  primarily  digital  platforms.  The  authors  bring  internation¬ 
al  journalism  experience  to  the  book  and  provide  a  global  perspective  on  how 
news  organizations  are  evolving.  Case  studies  from  around  the  world  include  the 
United  States,  United  Kingdom,  Australia,  Norway,  South  Korea,  and  Singapore. 


“Deadline  Artists:  America’s  Greatest  Newspaper  Cohimns 
John  P.  Avion,  Jesse  Angelo,  Errol  Louis 

(Overlook  Press,  September  2011) 


0  £  A  0  L  I  N  Ji 
ARTISTS 

IjHCfttcit  s  fixeiijjST 
MCWSPKPtI  .CdL««HS 


Throughout  American  history,  newspapers  have  played  an 
undeniable  role  in  shaping  our  nation’s  culture.  As  newspapers 
face  unprecedented  transition,  “Deadline  Artists”  celebrates  the 
influence  of  America’s  most  treasured  newspaper  columns  in 
an  easy-to-read  collection.  The  book  contains  a  compilation  of 
top  American  journalism  from  past  and  present  newspaper 
columns,  delivering  an  art  form  that  has  the  ability  to  stir  up 
laughter,  tears,  or  controversy. 

“Out  on  Assignment:  Newspaper  Women  and  the  Making  of  Modem  Public  Space” 
Alice  Fahs 

(University  of  North  Carolina  Press,  November  2011) 


iCui  AsAi'snment 


“Out  on  Assignment"  uncovers  a  world  of  female  journalists  at  the 
turn  of  the  20th  century  at  major  metropolitan  newspapers.  Using 
archival  research,  Fahs  details  the  lives  of  newspaper  women,  part  iC 
of  a  wave  of  women  seeking  new,  independent,  urban  lives. 

Although  some  female  journalists  were  offered  more  adventurous 
reporting  gigs,  including  stunt  work  and  undercover  assignments, 
many  were  relegated  to  the  women’s  page  —  yet  still  left  a  mark. 

Regardless  of  individual  writing  assignments,  Fahs  reveals  how  these  journalists  liberat¬ 
ed  American  women  and  campaigned  in  support  of  suffrage. 


SAY  WHAT?  New  Vocabulary  for  the  Modern  Era 


Technoscenti 


(/?.)  a  group  ol’pcoiik'  w  ith  specialized 
leelmieal  skills  or  know  ledge 


“The  technoscenti  will  be  turned  off  by  this  lack  of  an  instantaneous 
connection  (there’s  no  3G  or  4G  connectivity,  which  is  promised  for 
future  models)  and  a  cramped,  balky  keyboard.” 

-  James  Rainey,  Los  Angeles  Times 


Reach 

HIGHERj 


McClatchy 
Beefs  Up 
Investigative 
Reporting  in 
Washington 


At  a  time  when  other 
news  organizations  are 
shedding  investigative 
reporters  to  save 
money,  McClatchy  has 
reaffirmed  its  commit¬ 
ment  to  the  craft. 

Writing  for  papers 
including  the  Raleigh 
News  &  Observer,  Fort 
Worth  Star-Telegram, 
and  Anchorage  Daily 
News,  McClatchy’s 
award-winning  inves¬ 
tigative  team  is 
focused  on  keeping 
Washington  honest.  In 
a  story  published  in 
the  Washingtonian, 

D.C.  bureau  chief 
James  Asher  said,  “My 
theory  is  everything 
should  be  investiga¬ 
tive,  or  you  are  wast¬ 
ing  people’s  time.” 

In  recent  years,  the 
McClatchy  team  has 
garnered  national 
recognition  for  sto¬ 
ries  on  the  treatment 
of  veterans,  the  col¬ 
lapse  of  the  U.S. 
economy,  and  how 
corruption  and  mis¬ 
management  compro¬ 
mised  U.S.  efforts  to 
rebuild  Afghanistan  — 
for  which  reporter 
Marisa  Taylor  won  a 
National  Press  Club 
award  in  2011. 
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THE  ‘  A  '  S  E  C  r  I  O  N 


Critical  Thinking 


Q: 


J-School  students  and  industry  vets 
tackle  the  tough  questions 


How  can  newspapers  improve  the  relationships 
with  their  advertisers,  leading  to  increased 
ad  revenue? 


Ryan  Ford,  21,  senior. 
University  of  Texas 
at  Austin 

Ford  is  currently  the  student 
advertising  manager  of 
Texas  Student  Media,  which 
includes  the  university’s 
newspaper,  The  Daily  Texan. 
He  is  studying  advertising 
media  planning  with  an 
emphasis  in  business.  - 


Lowell  Johnson,  50,  general 
manager  and  advertising 
director.  Herald  Times 
Reporter  (Manitowoc,  Wis.) 
Johnson  is  also  advertising 
director  at  the  Sheboygan 
(Wis.)  Press.  He  has  held 
management  positions  for 
24  of  his  27  years  in  the 
industry. 


A  My  e.xperience  in  working  with  ad  revenue 
•  comes  from  a  college  newspaper  perspective. 
•  The  college  market  is  a  unique  challenge  in 
itself  due  the  constant  cycle  of  students  and  the  media 
consumption  habits  that  tend  to  differ  slightly  every' 
four  years.  These  factors  lend  themselves  to  the  problem 
of  losing  touch  with  your  audience.  As  most  people  in 
the  print  industry’  understand,  if  you  lose  touch  with 
your  audience  then  you  lose  touch  with  your  advertisers. 
Subsequently,  this  turns  into  loss  of  overall  revenue. 

A  strategy  that  always  seems  to  be  a  success  with  the 
student  market  is  events.  The  success  lies  not  solely  in 
the  event  itself,  but  the  concept  of  getting  the  product, 
whether  that  be  your  print  product  or  tbe  advertiser’s 
product,  in  front  of  tbe  students.  These  days,  with  the 
advent  of  online  news  sources  ranging  from  Yahoo! 
News  to  Twitter,  it  is  too  much  to  assume  a  reader  will 
seek  out  your  product.  Therefore,  you  must  bring  your 
product  or  the  advertiser’s  product  to  your  readers  in 
various  informative  or  entertaining  ways. 

Today’s  readers  have  become  masters  at  being  able  to 
sniff  out  an  ad  or  a  salesperson  a  mile  away,  and  it  is  for 
this  reason  alone  that  mediums  such  as  social  video 
have  become  so  successful.  If  advertisers  are  able  to 
package  their  branded  content  in  an  entertaining  and 
relevant  way  that  engages  readers  without  merely  just 
trying  to  sell  them  on  something,  then  the  efforts  will 
pay  dividends.  The  issue  of  ad  revenue  is  less  about  the 
newspaper  relationship  w'ith  advertisers  than  it  is  about 
newspapers  being  the  catalyst  for  a  conversation 
between  advertisers  and  the  consumer. 


A  Newspapers  need  to  be  problem  solvers  for 
•  advertisers,  finding  ways  to  increase  store 
•  traffic  or  assisting  with  marketing  ideas.  The 
I  relationship  starts  with  having  a  genuine  interest  in  the 
!  customer’s  business.  Be  passionate  about  helping  each 
I  customer  succeed.  When  meeting  with  an  advertiser, 
plan  ahead  and  be  prepared.  Ask  enough  questions  to 
I  understand  the  business,  products,  competition,  and 
market  strategy  so  advertising  solutions  can  be  offered 
I  that  make  sense  and  get  results.  Become  a  good  listen- 
I  er.  Use  the  Internet,  and  do  more  than  just  \isit  the 
business  website  to  gather  key  information. 

Build  marketing  solutions  that  closely  match  adver¬ 
tiser  needs.  If  digital  is  the  best  solution,  build  a  digital 
program.  Advertisers  want  to  see  ideas.  Be  creative. 

Ideas  win  customer  loyalty,  and  this  is  the  start  to  a 
long-term  partnership.  Make  things  easy  for  customers. 

;  Plan  out  three-,  six-,  or  12-month  advertising  calendars. 

I  Use  today’s  tools  to  custom  build  solutions  that  work 
for  companies  of  any  size. 

Be  great  at  customer  serv’ice.  Ask  questions  about 
,  bow  the  last  promotion  or  ad  worked.  Rework  pro¬ 
grams  that  underdelivered.  Follow  through.  Update 
advertiser's  on  new  product  offerings.  Stay  informed 
and  share  relevant  information.  Be  a  secret  shopper 
I  and  pass  along  feedback.  Send  notes  of  appreciation. 

I  Great  customer  service  is  often  overlooked,-  so  do  the 
I  little  things,  and  revenue  growth  will  follow. 

I  Be  an  ambassador  for  the  industry.  Market  reach 
I  with  print  and  digital  products  remains  as  strong  as 
!  ever  and  continues  to  deliver  results  for  customers 
j  every  day.  Informing  advertisers  about  the  progress 
being  made  underscores  tbe  value  and  commitment  our 
j  industry  bas  for  the  future.  After  all,  if  we  don’t  tell 
advertisers,  who  will?  s 
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Send  us  yeu^ 

E8lP  welcomes  reader  spi 
for  our  Photo  of  the  Month 
heidi@editorandpubnsher.< 


Photo  of  the  Month 


SHOW 

OFFICE 


ROSS  WILLIAM  H  AM  I LTON/ T/ZE  OREGONIAN 


aitlin  Veronda,  21,  and  Baquir,  a  Borzoi,  relax  during  a 
busy  day  at  the  Rose  City  Classic  Dog  Show  at  the  Expo 
Center  in  Portland,  Ore. 
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S  E  C  1  I  O  N 


HEHLIIIE 

IF  THE  MIRTH 

"Moose  on  the  Juice:  Drunk  and  Stuck  in  Tree” 

The  Seattle  Times,  Sept.  9,  2011 

Nation  &  World 


^  ^  Ptrt  Sr**?  ♦  O  C 

Moose  on  the  juice:  Drunk  and  stuck  in  tree 


STOCKi-tOLM  SwM«r. 

Ar  «co«r«r(ty  drurk  moOM  COw  tnMd  fry 
twrflTcy  MtvicM  attar  fha  get  tr  tt<«  fork 
9i  ar  ac0a  traa  if  aoutr-««a(arr  Smadan  tha  orkoa 
adit«r  ot  tha  Golaborga-Poaia''  r«w»papar  rtcafd 
fn09y 

Tha  arimal  vxaa  baktvad  to  hava  gorgad  haraak  oh 
tarmartad  apfrtaa  ard  thar  Dacama  araggad  a«  tha 
traa 

Par  .,ehar>aaor  lotd  tha  r'awacaoar  how  ha  haard  a 
roraa  iata  Tuaaday  Nom  a  raighfrcr't  garoar*  ir  Saro 
r'aar  tha  waal  coaat  eWy  of  Ootharfrurg 

ToNa  aurprraa  ha  aa«*  tha  tarpa  ar^>mai  iracpad  r  tha 
fork  of  tha  traa  Aior^  nrth  aoma  ha*t^'tor«  ha  tnad  tc 


No,  this  wasn’t  a  story' about  my  Uncle  Jack  on 
New  Year’s  Eve  —  there  was  actually  a  drunk 
moose  stuck  in  a  tree.  This  is  the  kind  of  sto¬ 
ries  copyeditors  live  for,  and  our  hats  are  off  to  the 
Seattle  Times  team  that  came  up  with  this  snicker- 
inducing  gem. 


Apology  OF 
THE  Month 


The  Greenville  News 


An  apology  to  our  raadera 


*  View  Commanta  <>t)  there  your  thougryte  - 


On  Dec.  1,  2-011,  John  Pittman,  executive  edi¬ 
tor  of  The  Greenville  (S.C.)  News,  issued  an 
apology  to  readers  after  a  “vulgar  word” 
was  inserted  into  a  wire  story  inside  the  sports 
section.  The  Associated  Press  confirmed  that  the 
offending  word  did  not  appear  in  the  story'  it 
transmitted.  No  update  from  Pittman  as  to  the 
identity  of  the  prankster  responsible. 


Should  newspapers  endorse  a 
presidential  candidate? 

46.2% 

of  respondents  said  "yes" 

50.8% 

said  “no" 

3.1% 

were  unsure 


The  Results  Are  In 

We  asked  visitors  to  EdItorAndPublisher.com 

Do  women  and  minorities  face  a 
glass  ceiling  in  the  newspaper 
industry? 

45.5% 

of  respondents  said  “yes” 

52.3% 

said  "no” 

2.3% 

•  were  undecided 


Does  your  newspaper  currently 
outsource  its  printing  or  have  plans 
to  do  so  within  the  next  year? 

41.5% 

of  respondents  said  “yes” 

46.3% 

said  “no” 

12.2% 

were  unsure 
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THE  DATA  PAGE 


PERCENTAGE  OF  RESPONDENTS 
WHO  BELIEVE  NATIONAL  NEWS  IS: 


NATIONAL/INTERNATIONAL  NEWS  SOURCES 
(%  OF  RESPONDENTS  BY  AGE  GROUP) 


Shrinking 


47% 

Staying  the  same 


Total 

18-29 

30-49 

50-64 

65  + 

TV 

66 

51 

61 

75 

81 

Internet 

43 

65 

50 

36 

15 

Newspapers 

31 

24 

25 

33 

49 

Radio 

19 

16 

21 

20 

15 

Source:  Pew  Research  Center 


3% 

Don’t  know 


Source:  Pew  Research  Center 


Total 

18-29 

30-49 

50-64 

65  + 

TV 

59 

57 

58 

62 

60 

Internet 

17 

23 

23 

12 

4 

Newspapers 

39 

37 

31 

42 

55 

Radio 

14 

10 

11 

19 

19 

PERCENTAGE  OF  RESPONDENTS 
WHO  BELIEVE  LOCAL  NEWS  IS: 


FREQUENCY  OF  TABLET  NEWS  CONSUMPTION 

£  ■  ’:'%i 


55% 

Staying  the  same 


2011  CYBERCRIME  STATISTICS 


431  1  million 


14 


million  adults 

experienced 

cybercrime 


More  than  1  million  people  became 
victims  every  day 


adults  were  affected  by 
cybercrime  every  second 


Source:  Symantec,  StrategyOne 
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^  *  SOLUTIONS  FOR  TODAY  AND  TOMORROW. 
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Efficiency,  Mobility,  Productivity 

Today’s  publishing  world  is  evolving..  Do  you  have 
the  right  tools  to  keep  pace? 

Advertising  •  Circulation  •  Production 
Web  and  Editorial  Content  Management 
Saas  or  Deployed 

At  MediaSpan,  we  provide  the  tools  that  enable  our  customers  to 
communicate  with  today's  consumer  on  the  web,  in  print,  via  a 
smart  phone  or  tablet  or,  via  whatever  is  next! 


Email  now  for  a  demo 
marketing@mediaspangroup.com 


ME  DI  AS  PAN: 

www.mediaspangroup.com 


r  n  E  DATA  PAGE 


P_  PERCENTAGE  OF  RESPONDENTS 
WHO  BEUEVE  NATIONAL  NEWS  IS: 


NATIONAL/INTERNATIONAL  NEWS  SOURCES  ^ 
(%  OF  RESPONDENTS  BY  AGE  GROUP) 


Shrinking 


47% 

staying  the  same 


TV 


Internet 

ewspapei 

Radio 


Total 

18-29 

30-49 

66 

51 

61 

43 

65 

50 

31 

24 

25 

19 

L  -  ■  .  . 

16 

21 

Source  PcAi  Research  Cenfct 


;i% 

Don’t  know 


1  Total 

18-29 

30-49 

50-64 

65  + 

i  T 

1 

59 

57 

58 

62 

60 

Internet 

17 

23 

23 

12 

4 

Newspapers 

39 

37 

31 

42 

55 

Radio 

14 

10 

11 

19 

19 

PERCENTAGE  OF  RESPONDENTS 
WHO  BEUEVE  LOCAL  NEWS  IS: 


FREQUENCY  OF  TABLET  NEWS  CONSUMPTION 


2011  CYBERCRIME  STATISTICS 


431  1  million 


14 


million  adults 

experienced 

cybercrime 


More  than  1  million  people  became 
victims  every  day 


adults  were  affected  by 
cybercrime  every  second 


Source:  Symanrcc.  SfrategyOne 


1)1  rOH  \  ri  HI  ISIII  K  l\M  AK^  J0!J 


/i/ww.etJitoranfIpuhi'She'.c 


no  MEDIASPAN 

^  '  -  SOLUTIONS  FOR  TODAY  AND  TOMORROW. 


Efficiency,  Mobility,  Productivity 

Today's  pub  -In  ‘  j  .  ._o  you  have 

T“-  '  4j“? 

Advertising  •  Circulation  •  Production 
Web  and  Editorial  Content  Management 
Saas  or  Deployed 

At  MedlaSpan,  we  pr^'v  *3  ir-:"  .  ujk  our  customers  to 

communicate  with  today’s  cc,  e  web,  in  print,  via  a 

smart  phone  or  taolei  or  v  vt  j  "  is  next! 


Email  novy  for  a  demo 
marketing@mediaspangroup.com 

MEDIASPAN 

www.mediaspangroup.com 


Daily  Paper  Going  the  Way  of 
the  Milkman 


Newspapers  cutting  delivery  days 
as  a  way  of  cutting  costs 

BY  ALAN  D.  MUTTER 

Daily  newspaper  delivery 
Mill  go  the  way  of  the  milk¬ 
man  in  a  growing  number 
of  communities  in  2012 
and  beyond. 

Barring  a  miraculous  turnaround  in 
the  economy,  a  sea  change  in  the 
thinking  of  media  buyers,  or  a  late- 


E-MAIL 

YOUR  ADS 


Ad  Supercharger 


AdSupercharger.com 

sdles@greenshootmedid.coni 


256-275-4333 


breaking  proclivity  for  print  in  the 
sub-geezer  population,  publishers  in 
ever  more  communities  are  likely  to 
reduce  the  number  of  days  they  pro¬ 
vide  home  deliverv’  —  or  print  a 
newspaper  altogether. 

Nowhere  else  is  the  demise  of  daily 
deliverv’  more  dramatic  than  in 
Michigan,  where  more  than  two- 
thirds  of  households  will  be  unable 
get  seven-day  service  after  the  end  of 
Januaiy. 

The  rationing  began  with  a  bang  in 
2009,  when  the  two  Detroit  dailies, 
the  Free  Press  and  the  News,  stunned 
the  industiy  by  cutting  home  deliverv’ 
to  just  Thursday,  Friday,  and  Sunday. 
Although  the  Motow’n  metros  contin¬ 
ue  to  print  everv’  day  of  the  week, 
anyone  wanting  a  paper  on  non- 
deliverv’  days  has  to  fetch  one  at  a 
retail  location. 

Unsurprisingly,  the  Monday- 
through-Friday  circulation  of  both 
Detroit  papers  plunged  between 
March  2008  and  March  2011, 
according  to  the  Audit  Bureau  of 
Circulations.  The  daily  circulation  of 
the  Free  Press  in  the  period  fell  54.7 
percent  to  168,985,  and  daily  sales  of 
the  News  tumbled  51.7  percent  to 
90,914.  Even  though  Sunday  home 
deliverv'  continued  vv’ithout  interrup¬ 


tion,  the  circulation  of  the  Freep 
(the  only  title  publishing  on  that 
day)  is  dow  n  21.6  percent  at 
475,543.  The  Freep,  which  is  owned 
by  Gannett,  and  the  News,  which  is 
owned  by  MediaNews  Group,  are 
partners  in  a  joint  operating  agree¬ 
ment. 

The  daily  drought  is  scheduled  to 
w’iden  to  other  Michigan  communi¬ 
ties  in  Februaiy’,  w  hen  the  Grand 
Rapids  Press,  Kalamazoo  Gazette, 
Muskegon  Chronicle,  and  Jackson 
Citizen  Patriot  reduce  home  deliverv’ 
to  Tuesday,  Thursday,  and  Sunday 
from  their  current  seven-day  sched¬ 
ules.  Just  as  in  Detroit,  single  copies 
of  each  newspaper  —  all  of  which 
are  owned  by  Advance  Newspapers 
—  vv’ill  be  available  to  consumers 
who  take  the  trouble  to  track  them 
down.  In  cutting  back  home  deliv- 
erv’.  Advance  emphasized  the  inten¬ 
tion  to  attract  more  traffic  to  its 
statew’ide  digital  portal,  MLive.com. 

While  determined  readers  for  the 
time  being  can  still  buy  a  daily 
paper  in  Detroit  and  Grand  Rapids, 
there  has  been  no  such  option  since 
mid-2009  in  Ann  Arbor.  That’s 
where  Advance  replaced  its  seven- 
day  Ann  Arbor  News  vv’ith  an 
“online  digital  media  company” 
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called  AnnArbor.com,  which  puts  out 
prin*  litions  just  Thursday  and 
Sunday.  Since  the  change,  daily  circu¬ 
lation  for  the  print  product  has  slid  by 
.‘30.8  percent  to  30,422,  according  to 
ABC. 

If  Michigan  is  ground  zero  for  the 
un-dail}dng  of  new'spapers,  it  is  far 
from  alone.  Journal  Register  Co. 
knocked  two  days  off  the  seven-day 
print  cycle  of  some  of  its  titles  in 
Upstate  New  York.  Media  General 
cut  the  publication  of  its  smaller 
seven-day  papers  in  North  Carolina  to 
three  days  a  week.  GateHouse  Media 
did  the  same  in  Kansas. 

Anecdotally,  we  know  there  are 
many  more  cases  across  the  country’. 
We  just  don’t  know  how  many. 
Although  you  would  think  that  ABC, 
the  industiy’-supported  group  that 
audits  circulation,  and  the  Newspaper 
Association  of  America,  the  industiy'’s 
principal  trade  group,  would  want  to 
keep  an  accurate  count  of  something 
as  important  as  the  dwindling  num¬ 
ber  of  daily  newspapers,  they  profess 
not  to  know'. 

There  is  no  doubt,  however,  w’hy 


KNIGHT 


AT  MIT 


publishers  are  throttling  their  once- 
prized  print  products; 

A  relentless  decline  in  newspaper 
advertising  sales  has  halved  industry 
revenues  since  a  record  $49.4  billion 
was  collected  in  2005.  Although  final 
ad  figures  remain  to  be  calculated  for 
2011,  projections  based  on  year-to- 
date  performance  suggest  that  sales 
last  year  probably  didn’t  top  $24  bil¬ 
lion.  This  has  been  catastrophic  for 
publishers  historically  accustomed  to 
hefty’,  double-digital  bottom  lines. 

In  five-plus  years  of  ever  more  v’ig- 
orous  retrenchment  to  salvage  some 
degree  of  profitability’,  publishers 
have  trimmed  staff,  crimped  news- 
holes,  and  outsourced  every’thing 
from  call  centers  and  accounting  to 
production  and  delivery’.  With  scant 
behind-the-scenes  economies  left, 
publishers  now'  are  being  forced  to 
make  the  most  conspicuous  cut  Df  all: 
reducing  the  number  of  days  they 
publish  or  deliver  papers. 

The  good  news,  given  the  increasing 
shift  of  consumers  to  digital  media 
consumption,  is  that  de-emphasizing 
print  necessarily  forces  publishers  to 


focus  on  their  Web,  mobile,  and  social 
efforts.  The  bad  news  is  that  most  of 
them  to  date  have  not  made  impres¬ 
sive  strides. 

On  average,  the  industry’  reaps  less 
than  14  percent  of  its  ad  revenues 
from  digital  media,  according  to  the 
NAA.  That’s  not  nearly  enough  to 
keep  publishing  companies  healthy  if 
print  revenues  continue  shrinking,  as 
they  seem  likely  to  do  in  the  immedi¬ 
ate  future. 

Publishers  cutting  daily  delivery 
realize  the  strategy  works  only  if  they 
can  build  their  digital  divisions  faster 
than  their  print  businesses  shrink. 
While  publishers  know  this  is  risky 
business,  the  smart  ones  know  there 
is  no  Plan  B.  s 


Alan  D.  Mutter  is  a 
former  editor,  who 
became  a  Silicon  valley 
CEO  and  now  works  as 
a  consultant  to  media 
companies.  He  blogs  at 
Reflections  of  a  Nensosaur 
I  (newsosaur.blogspot.com). 


Months  to  spend  at  IVlIT 

becoming  the  journalist  you  want  to  be . 9 


Stipend  (in  U.S.  Dollars) 


$65,000 


Opportunities  like  this  in  a  lifetime 


1 


Apply  by  March  1,  2012  for  the  opportunity  of  a  lifetime. 
Applications  and  more  information  at:  mit.edu/knight-science 
(617)452-3513  |  knight-info@mit.edu 
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Primary  Madness 

Columnists  feel  the  pressure  of  24/7  news  blitz 

B\  ROB  TORNOE 

Late-night  comedians  tell  their  jokes.  Editorial  car¬ 
toonists  poke  and  prod  the  candidates.  Political 
reporters  painstakingly  review  each  and  every  tick 
of  the  primary  clock.  Welcome  to  the  2012 
Republican  primary,  a  who’s  who  of  wacky  candidates,  crazy 
twists  and  turns,  and,  at  the  end,  a  candidate  who  may  end 
up  becoming  the  next  president  of  the  United  States. 


This  priman.’  might  be  the  most 
well-covered  election  to  date. 
Tele\ision  news  and  Internet  report¬ 
ing  have  covered  the  facts  of  the  race 
from  ever\’  conceivable  angle  and 
exploited  nearly  eveiy  possible  story¬ 
line,  while  talking  heads  on  tele\i- 
sion  have  offered  their  opinions 
about  the  candidates  left,  right,  and 
center. 

WTiat’s  often  missing  from  our 
daily  discussion  is  the  soft  space  in 


between  these  loud  and  often  domi¬ 
nating  aspects  of  modern  journalism. 
Newspaper  columnists  have  tradi¬ 
tionally  filled  this  void,  as  they  pos¬ 
sess  the  unique  ability  to  step  oft’ the 
coverage  fast-track  and  shed  some 
light  on  the  deeper,  often  overlooked, 
issues  of  the  race. 

“I  think  we’ve  gone  beyond  the  24- 
hour  news  cycle  to  24  one-hour  news 
cycles,”  said  Esther  Cepeda,  a  syndi¬ 
cated  columnist  with  The 


Washington  Post  Writers  Group.  “I 
think  the  competition  between  major 
news  outlets  is  making  media  cover¬ 
age  look  like  a  school  of  fish  —  going 
in  one  direction  one  minute,  then 
another  the  ne.xt.” 

The  horse-race  aspect  of  covering 
an  election  is  important,  simply 
because  people  want  to  know  w'ho  is 
ahead  and  who  is  behind.  The  advan¬ 
tage  of  being  a  columnist  is  that  you 
can  get  as  horse-racy  as  you  want,  or 
get  as  far  away  from  the  hose-race 
coverage  as  you  can. 

The  question  facing  columnists  in 
our  modern  media  environment  of 
iPads,  smartphones,  and  instant 
gratification,  is  if  a  more  nuanced 
viewpoint  will  be  overlooked  in 
favor  of  the  in-your-face  arguing 
we’re  most  accustomed  to  seeing  on 
television. 

“While  instant  news  is  valuable, 
instant  opinions  rarely  are,”  said  Peter 
Funt,  a  syndicated  columnist  for  Cagle 
Cartoons.  “In  fact,  too  many  half- 
baked,  quickly  authored  opinions  are 
detrimental.  As  consumers  get  news 
and  information  24/7,  it’s  more  impor¬ 
tant  than  ever,  I  believe,  to  have  opin¬ 
ion  columnists  step  back  and  digest 
things  before  opining.” 
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Bringing  your  ideas  together  and  sharing  the  best  and  the 
brightest  in  one  comprehensive  story 


N 


10 


ewspapers 
That  Do  It 


RIGHT 


Deadline: 

January  24,  2012 


Our  March  issue  will  profile  what  we  have  long  labeled 
“10  newspapers  That  Do  It  Right.”  Never  meant  to  be 
a  “10  Best”  list,  instead  it  spotlights  select  newspapers 
that  have  earned  a  notable  achievement  in  at  least  one  partic¬ 
ular  area,  carried  out  a  successful  innovation,  implemented 
cost  savings  procedures  or  developed  programs  that  have 
generated  revenues  or  increased  circulation.  This  year  we  will 
also  be  including  ideas,  strategies  and  tactics  which  indivduals 
have  knocking  around  in  their  attics  —  whether  or  not  they 
have  been  implemented  or  tested. 

The  objective  of  the  story  is  to  bring  ideas  together  and 
share  the  best  and  the  brightest  in  one  comprehensive  fea¬ 
ture.  All  ideas  are  welcome. 


Please  include; 

•  Your  name  /  contact  info 

•  Name  of 
nominated  paper 

•  Daily  or  weekly? 

■  Circulation 

■  What  was  the  notable 
innovation,  achieve¬ 
ment,  story,  procedure,  etc  ? 

■  Your  Ideas  to  help 
newspapers  succeed 
and  grow. 

Please  e-mail  response  to; 

Subject;  E&P  1 0 

kristina@edltorandpublisher.com 

or 

Enter  online  at; 

editorandpublisher.com 

(Click  on  'E&P  I  O') 
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“I  think  the  competition  between  major 

news  outlets  is  making  media - 

coverage  look  like  a  school  of  fish 
—  going  in  one  direction  one 
minute,  then  another  the  next.” 


Esther  Cepeda, 

syndicated  by  The  Washington  Post  Writers  Group 


In  one  of  his  recent  columns,  Funt 
\\Tote  about  one  highly  overlooked 
aspect  of  the  Republican  primaiy  — 
the  age  of  the  candidates.  Funt  wrote 
that  if  Newt  Gingrich  won  the  nomi¬ 
nation  and  ended  up  defeating 
Barack  Obama,  he’d  be  in  a  virtual  tie 
with  Ronald  Reagan  as  the  oldest 
president. 

“I  keep  looking  for  angles  and  dif¬ 
ferent  ways  to  look  at  this  race,”  Funt 
said. 

Some  columnists,  such  as  E.J. 
Dionne  of  The  Washington  Post  (svti- 
dicated  by  Washington  Post  Writers 
Group),  reject  the  notion  that  the 
analysis  that  columnists  offer  is  being 
overlooked  in  the  modern  media 
environment. 

There  is  a  broad  range  of  material 
on  the  Web,”  Dionne  said.  There  is  a 
lot  of  immediacy,  but  there  are  a  lot 
of  analysts  that  take  public  policy 
verv’  seriously.  The  forms  are  merging 
more  and  more,  because  all  newspa¬ 
pers  are  on  the  Web  too,  and  looking 
for  a  Web  audience.” 

The  expansion  of  online  news 
sources  offers  readers  more  freedom 
in  where  they  choose  to  get  their 
news,  but  it  also  threatens  to  dimin¬ 
ish  standards  and  drive  people  to 
what  they  want  to  read,  rather  than 
what  thev'  should  read. 

“When  you  had  three  major  net¬ 
works  and  newspapers,  there  was 
much  more  of  a  filter  and  control 
from  certain  people  who  imagined 
themselves  as  being  responsible,”  said 
Rich  Lowrv',  editor  of  National 
Review  and  a  svndicated  columnist  at 
King  Features.  There’s  been  such  a 
proliferation  of  news  that  there  are 
many  more  ways  to  find  information 
about  this  race  than  ever  before.  I 
think  that  is  really  the  tension.” 

Whether  it’s  an  e.xplosion  of  new  s 
coverage  or  an  increased  interest  in 


the  personalities  in  the  race,  many 
would  agree  that  these  primarv'  races 
feel  longer  and  longer.  Some  suggest 
the  media  has  played  a  pivotal  role  in 
the  increasing  length  of  primarv-  sea¬ 
son,  making  the  role  that  columnists 
play  that  much  more  vital  to  educat¬ 
ing  and  informing  readers. 

“It’s  a  marathon,  and  the  media  has 
made  it  a  marathon,”  said  James  Hill, 
managing  editor  of  Washington  Post 
Writers  Group.  The  race  has  basical¬ 
ly  been  pushed  back  a  year  before  the 
general  election,  and  there  has  really 
been  a  lot  of  action  to  cover  since 
June.” 

“I  think  I'm  a  believer  in  the 
process,”  Lowrv’  said.  “On  the  one 
hand,  I  think  the  races  have  gotten  so 
nastv'  and  brutal,  there  is  more  of  a 
tendency  to  keep  the  more  normal 
candidates  out.  On  the  other  hand,  if 
you're  going  to  be  president,  there’s 
obviously  a  lot  of  pressure,  so  if  you 
can’t  run  the  gauntlet,  it’s  a  pretty 
telling  statement  about  being  presi¬ 
dent.” 

For  Funt,  the  length  of  the  cam¬ 
paign  isn’t  the  issue;  it’s  whether 
journalists  have  done  a  good-enough 
job  educating  the  public  on  not  only 
the  important  issues  we  face,  but 
which  candidate  might  be  the  best  to 
take  them  head  on. 

“I  hope  for  the  sake  of  the  countrv' 
this  intrigue  translates  into  a  good 
result,”  he  said.  “It’s  frightening  to 
think  Americans  could  view'  presi¬ 
dential  politics  as  just  another  reali- 
tv  TV  show.”  B 


Rob  Tornoe  is  a  cartoonist  and 
columnist  for  Editor  &  Publisher 
Magazine  and  edits  the  satirical 
humor  magazine  Delaware 
Punchline.  He  can  be  reached  at 
roh@deIawarepunchIine.com. 


“As  consumers  get 
news  and  informa¬ 
tion  24/7,  it’s  more 
important  than  ever, 

I  believe,  to  have 
opinion  columnists 

step  back  _ 

and  digest 
things 
before 
opining.” 

Peter  Funt, 

syndicated  by  Cagle  Cartoons 

“The  forms  are 
merging  more  and 
more,  because  all 
newspapers  are  on 
the  Web 
too,  and 
looking 
for  a  Web 
audience.” 

E.J.  Dionne, 

The  Washington  Post 

“There’s  been  such  a 
proliferation  of  news 
that  there  are  many 
more  ways  to  find 
information  about 
this  race 
than  ever 
before.  I 
think  that 
is  really  the 
tension 

National  Review 
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FORWARD  THINKING 


4  Tablets  Worth 
Talking  About 


Sony  Tablet  S 

Sony  took  two  years  to  enter  the  crowded  tablet  marketplace, 
finally  releasing  a  tablet  that  could  prove  to  be  a  true  iPad 
competitor.  Like  the  iPad  2,  the  Sony  Tablet  S  is  priced  begin¬ 
ning  at  $499,  yet  has  distinct  features  setting  it  apart  from 
other  Android  tablets.  The  most  obvious  quality  that  sets  this 
tablet  apart  is  its  unique  wedge  shape.  Not  only  does  it  look 
cool,  but  the  design  provides  improved  balance  in  the  hands 
and  a  forward  slant  to  minimize  glare  when  it’s  on  a  flat  sur¬ 
face.  The  tablet  comes  with  exclusive  apps,  PlayStation  certifi¬ 
cation  for  mobile  gaming,  DLNA  video  and  music  streaming, 
and  an  integrated  universal  IR  remote  app  to  control  home 
electronics. 

$499  and  up 


Amazon  Kindle  Fire 


The- Amazon  kindle  Fire  is  very  affordable  at 
$199.  The  Fire's  cloud  technology  infrastructure 
has  been  touted  as  one  of  the  most  robust  sys¬ 
tems  in  the  industry,  allowing  for  improved  Web 
browsing  performance,  media  lockers  like  Cloud 
Player,  and  Cloud  Drive  file  backup.  Another 
bonus  to  the  Kindle  Fire  is  Amazon  Prime.  In 
addition  to  free  two-day  shipping  on  most  of 
Amazon's  physicai  product  offerings.  Prime  offers 
members  access  to  a  growing  library  of  on- 
demand  streaming  movies  and  TV  shows  (similar 
to  Netflix),  plus  the  ability  to  borrow  some  e-books 
for  free.  However,  the  added  features  come  at  a 
price  of  $79  per  year,  which  means  users  need  to 
factor  in  a  yearly  premium  to  take  full  advantage 
of  all  the  Amazon  tablet  has  to  offer. 

$199 

Barnes  &  Noble 
Nook  Tablet 


Apple  iPad  2 


The  Apple  iPad  2  may  have  spent  2011  as  the  most  popular  tablet,  but  with 
the  release  of  the  futuristic  Sony  Tablet  S  and  the  smaller, .more  affordable 
Amazon  Kindle  Fire  and  Barnes  &  Noble  Nook  Tablet,  Apple  has  some  seri¬ 
ous  competition.  With  prices  beginning  at  $499,  the  iPad  2  isnl  exactly 
cheap;  however,  exclusive  features  such  as  FaceTime  video  calling,  dual¬ 
core  A5  chip,  and  the  iOS  operating  system  —  the  platform  for  which  more 
than  140,000  apps  have  been  created  —  make  the  price  worth  it  for  some, 
$499  and  up 


At  $249,  the  Nook  is  half  the  price 
of  the  iPad  2  and  Sony  Tablet  S, 
but  this  device  is  more  than  just 
an  e-reader.  The  Nook  Tablet 
includes  a  1GHz  dual-core  proces¬ 
sor,  16GB  of  storage,  and  1GB  of 
RAM,  beating  the  Amazon  Kindle 
Fire,  which  has  512MB  of  RAM 
and  8GB  of  storage.  It  also 
includes  a  microSD  memory  slot. 
The  Nook  Tablet's  advantage  is  its 
network  of  brick-and-mortar  stores 
where  customers  can  get  hands- 
on  with  its  products  and  return  for 
tech  support.  Also,  because 
Barnes  &  Noble  doesnl  have  as 
many  in-house  digital  media  serv¬ 
ices  as  Amazon,  it  offers  Netflix 
and  Hulu. 

$249 
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[Tthics  corner 

Newsy  Bootleggers 

Wine  clubs  skirt  ethics  and  regulations 


--  i 

-  J 


ALL.\N  WOI.PER 

-  = — -  ho  ever  would  have  thought  that  some  of  my 
\\  ji\  favorite  newspapers  would  go  into  the  legal 
\\|  bootlegging  business?  Creating  wine  clubs 

V  V  while  gutting  their  news  pages;  mortgaging 
their  credibility  for  grapes  from  Napa  Valley. 


Some  day  the  corporate  executives 
who  de\ised  the  wne  club  schemes 
might  be  immortalized  in  a  newspa¬ 
per-like  mo\ie  sequel  to  “The 
Godfather."  Those  real-life  execs 
would  watch  the  mo\ie  lounging  at  a 
long  table,  sipping  their  wines,  and 
debating  the  merits  of  their  respec¬ 
tive  vineyards.  They’ll  toast  each 
other  and  wonder  why  they  ever 
bothered  to  publish  a  newspaper. 

There  is  a  belief  in  the  land  that 
newspapers  are  bleeding  red  because 
of  the  digital  revolution.  That  is  one 
of  those  half-truths  that  have 
allowed  the  bottom  liners  in  execu¬ 
tive  suites  to  have  their  way. 

After  years  of  fits  and  starts,  news¬ 
papers  have  embraced  the  Internet, 
knocking  out  stories  as  fast  as  the 


wire  senices,  updating  them  in  the 
papers,  and  then  updating  them 
again.  But  becoming  sommeliers  is 
another  stoiy . 

It  is  an  ethical  nightmare  and  a 
potential  legal  mess.  Still,  some  of 
the  most  influential  newspapers  in 
the  country  are  wine  propagandists 
—  publishing  giants  such  as  the 
Chicago  Tribune,  The  Dallas 
Morning  News.  San  Francisco 
Chronicle,  Los  Angeles  Times,  USA 
Today,  The  Wall  Street  .Journal,  and 
The  New  York  Times. 

Here  is  the  legal  problem: 

State  laws  won't  let  people  without 
licenses  sell  wines.  The  papers  can 
accept  orders,  but  those  checks  and 
credit  cards  are  immediately  trans¬ 
ferred  to  companies  that  vineyards 


pick  to  distribute  the  wines.  The  only 
way  the  newspaper  can  receive  any 
cash  is  thr  ough  a  marketing  or  con¬ 
sulting  contr’act. 

That's  why  the  papers  have  part¬ 
nered  w  ith  vine  companies  that 
have  liquor  licenses.  Those  partner¬ 
ships  are  fraught  with  peril  for  the 
papers,  especially  in  California 
where  87  percent  of  American  wine 
grapes  are  grow  n. 

The  California  Alcoholic  Beverage 
Control  agency  recently  sent  out  an 
industry  advisory  titled  “Unlicensed 
Third  Parly  Pr’oviders,”  v\'arning  dis¬ 
tributors  not  to  allow  their  partners 
(meaning  newspapers)  to  sell  any. 
liquor. 

The  ABC  is  concerned  that  those 
third-parly  providers  (newspapers 
again)  might  be  violating  California 
law  with  “certain  activities”  and 
published  a  lengthy  list  of  things 
not  to  do. 

What  does  that  mean  in  English? 
Break  those  laws  and  you’ll  get  bust¬ 
ed.  .Just  imagine  what  a  perp  walk  of 
publisher's  would  look  like. 

The  California  ABC  never 
announced  whether  any  newspaper 
company  might  hav  e  violated  the 
state’s  liquor  laws.  And  the  state 
liquor  authorities  have  not  charged 
anv  of  them  with  anvlhing. 

Why? 

“Because  the  advisory  we  sent  out 
two  years  ago  about  third  parlies  was 
so  confusing,"  Lori  Ajax,  deputy  divi¬ 
sion  chief  of  the  ABC  enforcement 
unit,  told  me. 

One  thing  the  California  ABC 
made  clear  this  time  around: 
Newspapers,  as  third  parlies,  will 
have  their  books  audited  to  make 
sure  the  papers  are  not  siphoning  off 
money  that  should  be  going  to  their 
liquor-licensed  partners. 

One  other  thing:  The  other  49 
states  will  be  w  atching  what 
California  does.  If  the  Golden  State 
cracks  down,  everyone  else  will,  too. 

The  Califorr’ia  agency  says  the 
papers  will  only  be  allowed  to  collect 
“reasonable  fees”  from  their  wine 
clubs.  What  is  a  reasonable  fee? 
"That’s  a  good  qirestion,”  Ajax  said. 
“We  haven’t  figured  that  out  yet.” 

But  they  will. 

No  state  agency  wants  to  bag  a 
newspaper  for  bootlegging.  So 
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✓  ^  The  other  49  states  will  be  watching  what  California  does. 
M  ij^  If  the  Golden  State  cracks  do\vTi,  everyone  else  will,  too. 

The  California  agency  says  the  papers  will  only  be  allowed  to 
collect  ‘reasonable  fees’  from  their  wine  clubs.” 


Calitbrnia  is  thinking  about  allowing 
Internet  wine  elnb  sites  to  buy.  That 
\\ oiilcl  make  the  papers  legal  bootleg¬ 
gers  —  or  . high-priced  bartenders. 

Meanwhile,  the  papers  are  still 
deciding  ln)w  to  handle  the  ethics 
questions  arising  from  their  wine- 
clubbing  acti\ities.  They  insist  their 
w  ine  and  restaurant  writers  ha\e 
nothing  to  do  with  their  wine  deals. 

Vet  they  promote  their  wine  sites 
as  The  Diilhis  Morning  News  Wine 
Club,  or  Los  Angeles  Times  Wine 
Club,  giving  the  distinct  impression 
their  reporters  are  the  ones  stomping 
on  grapes. 

Consider  the  ca.se  of  The  Sew 
York  Times. 


On  Aug.13,  2009,  Thomas  K. 
Carley,  senior  \ice  president  of  The 
New  York  Times  Co.,  announced 
that  the  Gra}-  Lady  was  becoming  a 
boozer,  'fhe  venture  is  run  independ¬ 
ently  of  the  Time.s'  food  and  wine 
editorial  sections,  "so  there  would  be 
no  conflict  or  appearance  that  our 
critics  were  selling,”  Carley  said  in 
the  press  relea.se. 

The  wines,  Carley  said,  would  be 
picked,  packaged,  and  di.stributed  by 
Global  Wine  Co„  which  b\'  the  wa\' 
also  picks  wines  for  Williams- 
Sonoma,  a  Times  advertiser. 

Talking  out  of  both  sides  of  his 
press  release,  Carley  added  that 
excerpts  fi;om  wine-related  Times 


There’s  no  magic  formula  for 
managing  distribution.  But  oiir 
cost-per-delivery  does  draw 
“wows”  from  publishers. 

Say  “wow”  to  efficieot^ 
outsourced  delivery. 

Only  from  PGF. 
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stories  would  run  on  the  club's 
website,  and  members  would 
receive  booklets  of  Times  recipes 
meant  to  be  paired  with  each  ship¬ 
ment  of  wine. 

Translation:  Our  wines  are  not 
lemons. 

"Ms.  Drinkwell,”  the  alter-ego  and 
blog  of  a  wine  expert  based  in 
Berkeley,  Calif.,  immediately 
ridiculed  Carley 's  attempt  to  justify 
the  rii?7e.s'inve.stment  in  the  wine 
business. 

“The  Sew  York  Times  Wine  Club  is 
not  called  the  Global  Wines  Club  for 
a  reason,"  Drinkwell  wrote.  "The 
w  ine  club's  marketers  want  \  our 
thought  process  to  go  something  like 
continued  on  page  45 


SERVING  THE  NORTHEAST 
CORRIDOR  AND  WEST  COAST. 


WE’LL  TAKE  IT  FROM  HERE 


1.877.PCF.6668 

www.pcfcorp.com 


ONLINE  PUBLISHING 


►ok  Befor( 
You  Leap 

Why  switching  to  a  new  CMS^ 
might  not  be  the  answer 


“I  was  more  and  more  aware  over 
time  that  we  could  have  had  greater 
benefits  if  we  had  put  our  time  into 
expanding  the  original  CMS 
instead  of  replacing  it  (twice),” 


BY  KEITH  JORDAN 

Thinking  about 
switching  to  a 
new  content 
management 
system  (CMS)? 

There  are  times  it  makes  sense  to 
do  so,  and  it  can  even  be  a  necessi¬ 
ty.  But  I  think  media  companies 
can  tweak  their  existing  CMS  to 
meet  evolving  needs,  often  much 
faster  and  cheaper  than  they  can 
meet  those  needs  by  changing  to  a 
new  CMS. 

I  worked  for  a  major  media  com¬ 
pany  that  changed  its  CMS  three 
times  in  tw'o  years.  I  played  a  big  role 
in  implementing  each  change,  so  on 
the  positive  side,  I  developed  a  lot  of 
expertise  on  CMS  changes.  But  I  was 
more  and  more  aware  over  time  that 
we  could  have  had  greater  benefits  if 
we  had  put  our  time  into  expanding 
the  original  CMS  instead  of  replacing 
it  (twice). 

But  let’s  say  you’ve  looked  into  it, 
and  you’re  thoroughly  convinced  you 
need  a  new  CMS.  Maybe  you  bought 
it  from  a  vendor  that’s  out  of  busi¬ 
ness.  Maybe  it  was  written  years  ago 
in  a  coding  language  that  nobody  on 
your  current  team  knows. 

WTiat  should  you  consider 
as  you  make  the  switch? 

Rj^-world  use.  Developers  may 
not  be  aware  of  the  number  of  arti¬ 
cles,  revisions,  pbotos,  etc.  that  your 
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team  will  deal  with,  particularly  if 
they  are  not  CMS  experts.  I’ve  seen 
several  cases  where  developers 
ignored  warnings  that  the  number  of 
pieces  of  content  could  grow’  to  enor¬ 
mous  sizes.  In  one  case,  this  led  to  a 
database  that  tracks  each  piece  of 
content  getting  so  large  that  it  could¬ 
n’t  load  in  the  back  end,  resulting  in 
extremely  slow  performance. 
Solution:  Make  sure  your  most  expe¬ 
rienced  Web  producers  spend  time 
with  your  developers,  talking 
through  how  the  system  will  work, 
and  make  sure  the  developers  pay 
attention  to  what  the  producers  say. 

Workflow.  With  the  growth  of  ver>' 
solid  open-source  CMS  systems  such 
as  WordPress  and  Drupal,  this  is  less 
of  an  issue  than  it  used  to  be. 
Developers  today  can  easily  look  at 
examples  of  good  systems.  But  you’ll 
still  find  some  developers  who  would 
rather  spend  two  weeks  coding  a  sys¬ 
tem  that  has  your  producers  taking 
40  seconds  to  publish  a  story,  as 
opposed  to  taking  three  weeks  that 
has  your  producers  taking  only  20 
seconds  to  publish.  That  extra  week 
of  development  seems  like  a  big  deal 
to  them.  They  have  other  projects  to 
get  to,  and  they  want  a  reputation  for 
getting  things  done  fast.  In  that  con¬ 
text,  adding  a  little  extra  time  to  your 
editorial  staff  s  workflow  doesn’t 
seem  important  to  them.  But  in  the 
long  run,  saving  those  20  seconds 
per  stoiy  will  matter  more  than  sav¬ 
ing  that  week  of  development,  plus  it 
wall  boost  morale  for  your  editors. 

Integration  wdth  other  systems.  If 
you  have  a  photo  repository,  it 
should  work  with  the  CMS.  If  you 
have  a  print  product,  ideally,  your 


Web  CMS  should  be  tightly  integrat¬ 
ed  with  it.  Many  new'spaper  front- 
end  systems  include  a  Web  CMS 
built  in.  It’s  often  worth  using,  sim¬ 
ply  because  it  means  the  tw'o  systems 
will  be  tied  together. 

Porting  old  data.  How’  do  you 
revive  a  story  from  last  year  once 
you  make  the  switch?  Copy  and 
paste?  Preferably,  your  old  data  is 
ported  to  the  new'  system,  but  that 
can  lead  to  lots  of  glitches  —  such 
as  publication  dates  being  inadver¬ 
tently  updated  or  formatting  errors 
showing  up.  I  think  it’s  usually  best 
to  only  port  what  you  think  you’ll 
need  and  retrieve  the  rest  manually 
when  you  decide  you  w^ant  it. 

Flipping  the  switch.  You  need  a 
substantial  testing  period,  with  edi¬ 
tors  doing  real-w'orld  publishing  on 
the  new  system  for  long  enough  to 
run  into  snags  and  glitches.  Not  just 
a  training  session,  but  days  of  full 
publishing  in  the  new  system.  When 
you’re  satisfied  that  it’s  ready,  the 
best  time  to  make  the  change  is  usu¬ 
ally  overnight  if  your  developers  can 
be  available  then  to  do  it.  If  you 
can’t  get  your  team  to  do  the  work 
overnight,  try  to  do  it  as  early  in  the 
morning  as  possible  (say,  5  or  6  a.m. 
Eastern  time),  so  if  something  goes 
wrong,  the  minimum  number  of 
readers  will  notice  before  they  revert 
to  the  old  systein.  @ 


Keith  Jordan  is  managing 
director  of  Upstream  Digital 
Media  (upstreamdigitalme- 
dia.com),  a  consulting 
-  company  focused  on  digital 
publishing. 
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Twin-wcb  Lithonian  to  be 
tbe  centerpiece  of 
Hannanprint's  ligbts-oiit 
production  model 


Far  from  being  dead,  print 

can  be  quite  heavy,  literally. 
I  don’t  know  about  your 
daily,  but  with  all  its  inserts 
my  “Black  Friday”  edition  of  the 
Chicago  Tribune  on  Nov.  25  must 
have  weighed  nearly  five  pounds, 
proving  that  insert  printing  still  is 
big  business  in  the  U.S.  and  around 
the  globe. 

Down  Under,  web-offset  mega 
printer  Hannanprint  is  investing 
some  S90  million  to  further  modern¬ 
ize  its  operations  and  relocate  to 
Warwick  Farm,  west  of  Sydney.  The 
cornerstone  of  the  e.vpansion  is 
Australia’s  largest  heatset  web  press: 
The  country’s  first  96-page  man- 
roland  Lithoman,  expected  to  take 
up  production  this  July,  features 
twin  48-page  webs  that  employ  eight 


printing  units  in  a  stacked  configura¬ 
tion. 

Already  one  of  the  largest  printers 
in  the  Oceania  Region,  which 
includes  Australia  and  New  Zealand, 
Hannanprint  runs  magazines,  cata¬ 
logs,  and  newsprint  on  multiple 
presses,  including  two  existing 
Lithoman  models  (featuring  auto¬ 
matic  plate  loading),  one  Rotoman, 
and  a  Goss  M-1000.  It  specializes  in 
octavo,  quarto,  square-tabloid,  and 
traditional  tabloid-sized  product  for¬ 
mats.  As  part  of  the  Independent 
Print  Media  Group  (IPMG),  the 
high-end  commercial  printer 
employs  more  than  500  people  in  the 
Alexandria  facility,  which  spans  3.8 
hectares  and  features  six  heatset 
webs.  The  new  production  site  at 
Warwick  Farm  is  replacing  the  one 
in  Alexandria,  which  is  going  to  close 
by  mid-2013.  IPMG  handles  most  of 
the  externally  printed  inserts  and 
magazines  for  News  Limited  and 
Fairfax  under  long-term  contracts. 

“We’ve  had  a  great  relationship 
with  IPMG  since  they  bought  their 


first  Lithoman  press  in  1999,”  said 
Gerd  Finkbeiner,  manroland  CEO. 
Steve  Dunwell,  managing  director  of 
manroland  Australasia,  added: 
“Warwick  Farm  is  planned  to  be  one 
of  the  most  advanced  and  automated 
sites  in  the  world.  We  are  happy  to 
play  a  major  role  here  ...” 

Web-offset  ratber  than 
rotogra\'ure 

Instead  of  investing  in  gravure  press¬ 
es  as  originally  planned,  IPMG  opted 
in  favor  of  high-volume  heatset  w'eb- 
offset.  The  decision  w'as  due  to 
assessments  of  future  requirements 
including  run  length  and  the  ability 
to  blend  other  sections  also  produced 
by  offset,  and  that  Hannanprint  has 
some  of  the  best-trained  printers  and 
operators  already  very  familiar  with 
tbe  offset  process.  Its  Lithoman  will 
be  one  of  only  a  few  presses  in  the 
world  capable  of  printing  96  pages  in 
one  pass.  It  is  the  second  in  stacked 
configuration  and  is  to  be  operated 
with  the  manroland  autoprint  tech- 
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nolog\’.  It  is  equipped  with  the 
Aurosys  fully  automatic  reel  trans¬ 
port  and  reel  store  administration 
system. 

Three  other  w'eb  presses  are  being 
moved  to  Warwick  Farm  within  the 
next  15  months:  two  48-page 
Lithoman  models  and  a  32-page 
Rotoman  in  stacked  configuration. 
They  also  will  be  upgraded  by  adding 
InlineDensity  Control  systems  and 
fully  automatic  reel  splicers.  The  new 
plant  w’as  designed  to  be  as  energ\' 
efficient  and  environmentally  sus¬ 
tainable  as  possible:  Air  conditioning 
of  all  production  areas  will  be  assist¬ 
ed  by  the  heat  recovery'  from  the 
press  dry  ers.  Additionally,  after  the 
completion  of  a  new'  rail  line,  paper 
transport  w  ill  be  handled  via  rail  tak¬ 
ing  the  rolling  stock  directly  into  the 
paper  store,  thus  eliminating  up  to 
19  truck  movements  a  day. 

Plates  going  up  top 

The  Burgess  Industries  booth  at 


GRAPH  EXPO  last  September  fea¬ 
tured  an  Australian  outback  theme, 
because  things  are  looking  up  for 
president/CEO  DJ  Burgess  —  about 
18  feet  up.  That’s  the  height  of  the 
plate  transport  system  that  will  be 
suspended  from  the  ceiling  of 
Hannanprint’s  350,000-square-foot 
printing  plant  in  Australia.  Burgess 
found  out  right  before  the  show  that 
his  firm  had  won  the  million-dollar 
contract,  and  it’s  quite  a  big  deal,  lit¬ 
erally,  in  terms  of  dollar  value  as 
well  as  its  magnitude:  a  500-foot 
transport  path,  more  than  half  of 
which  is  a  “super  plate  highway,”  Bill 
Campbell,  general  manager  of  CTP 
Automation  at  Burgess  Industries 
and  a  28-year  company  veteran,  told 
the  official  Show  Daily  publication. 
According  to  Burgess,  there’s  still 
much  work  to  be  done  before  the 
first  major  installation  begins  this 
April.  Burgess’s  part  of  the  massive, 
$100-million  project  should  be 
finalized  by  August  or  September 


2012.  “Hannanprint  has  a  multiple 
range  of  presses  and  different  plate 
sizes,”  Burgess  said,  pointing  out  the 
main  difference  between  this  job 
and  a  similar  mega-project  he 
helped  complete  a  few'  years  ago  at 
the  Valpak  plant  in  Largo,  Fla.  The 
plate  management  and  handling  of 
the  just-in-time  process  of  driving 
[these]  plates  to  press  is  more  com¬ 
plex.  All  Valpak  does  is  direct  mar¬ 
keting  coupons,  so  all  their  plates 
are  the  same  size.” 

Like  Valpak,  Hannanprint  will 
feature  lights-out  production  — 
“from  imaging  to  processing  to 
punch  bending  to  cylinder  deliveiy  .” 
There  are  no  carts  or  human  han¬ 
dling,  thanks  to  the  Burgess  Plate 
Manager  (BPM)  software.  Burgess’ 
design  facilitates  flexible  produc¬ 
tion,  allowing  for  last-minute  sched¬ 
uling.  With  this  system,  “printers  no 
longer  have  to  do  a  schedule  where 
they  build  a  job  around  a  press,” 
Burgess  said. 


Insolvent  manroland 
Gets  Credit, 

Seeks  Investors 

A  week  after  shaking  up  the 

printing  world  by  filing  a  peti¬ 
tion  to  initiate  insolvency 
proceedings  Nov.  25,  manroland  .VG 
early  last  month  secured  the  continu¬ 
ation  of  its  busine.ss  operations  with 
a  $74  million  (L^SD)  line  of  credit  sim¬ 
ilar  to  debtor-in-possession  financing. 
Werner  Schneider,  a  financial  auditor 
for  the  provisional  insolvency  admin¬ 
istrator,  told  German  newspaper  Die 
Welt  that  the  company  is  reviewing 
presentations  from  financial  advisers 
to  find  an  investor  interested  in  buying 
portions  of  the  firm. 

.Meanwhile,  the  funding,  which 
includes  approximately  $14  million 
in  cash,  came  from  a  group  of  lenders 
and  followed  an  agreement  man¬ 


roland  struck  with  a  German  govern¬ 
mental  agency  to  pav  its  wages. 

,  “Continuation  of  production  and 
business  operations  at  manroland  is 
therefore  secured,”  Schneider  said  in 
a  statement.  “The  company  can  con¬ 
tinue  to  do  business  with  customers 
and  suppliers,  and  we  are  .sending  a 
very  positive  signal  to  the  market.” 
However,  there  is  much  unrest 
among  the  unionized  workforce,  with 
reports  of  employee  picketing  in 
Germany. 

In  Great  Britain,  the  press  manu¬ 
facturer’s  C.K.  unit  filed  for  adminis¬ 
tration  protection,  with 
PricevvaterhouseCoopers  appointed 
to  oversee  the  company,  according  to 
PrintWeek,  the  business  publication 
that  broke  the  story.  The  firm’s  North 
.American  office  in  Westmont,  HI., 
said  that  it  will  continue  to  do  busi¬ 
ness  as  usual  and  without  interrup¬ 
tion  as  conditions  play  out  in  Europe. 
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Enquirer  Minds  Want  to  Know... 


So  who  w  ill  be  printing  the  Cincinnati  Enquirer 
later  this  year?  A  letter  of  intent  from  Gannett 
called  for  production  to  move  to  the  family  owned 
Columbus  Dispatch's  facilities  by  Q4  2012,  although 
final  terms  have  yet  to  be  reached.  The  deal  con  csjionds 
with  the  latter’s  com  ersion  to  a  compatl  foimat.  How  ever, 
a  management  memo,  distributed  to  union  pressux)m 
employees  at  the  Dispatch,  has  re\ealed  that  up  to  S2  mil¬ 
lion  in  «)sts  still  needs  to  be  trimmed  to  ensure  Gannett 
enters  into  a  final  agreement,  reported  .Ion  Newberiy 
of  the  Business  Courier. 
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In  stepped  the  Dayion  Daily  News,  owned  by  Co.x 
Media  Group,  to  make  its  own  bid  to  print  the 
Enquirer  ds  well  as  the  Columhus  Dispatch  at  its 
plant  in  Franklin,  Ohio.  While  he  couldn’t  comment 
on  the  FJ/iqm’rer  specifically,  Co.x  spokesman  Mike 
Athmer  wrote  an  email  to  the  Cincinnati  Business 
.Journal,  saying  “W'e  are  in  the  business  of  printing 
other  newspapers  and  a  variety  of  commercial  work. 
We  are  constantly  exploring  new  customer  opportu¬ 
nities  as  they  arise  and  will  continue  to  do  so  in  the 
coming  years.” 


www.editorandpublisher.com 


n.  RODUCTION 

MediaCorp  Banks  on  ppi  Media 


Since  last  September, 
MediaCorp,  a  leading 
multimedia  publisher 
in  Singapore,  has  planned 
and  produced  its  daily 
newspaper  Today  with  soft¬ 
ware  solutions  by  ppi 
Media.  After  installing 
PlanPag  for  newspaper  pro¬ 
duction  planning,  ppi 
Media,  a  subsidiary  of  man- 
roland,  has  also  integrated 
the  Atex  Prestige  editorial 
system  and  SAP’s  IS-M/AM 
ad  management  system  in 
the  workflow. 

MediaCorp  has  completed 
its  publishing  system  inte¬ 
gration.  The  new  workflow 
for  Today  started  with  the 
implementation  of  SAP’s  IS¬ 
M/AM  system  and  an 
update  of  the  Prestige  edito¬ 
rial  system.  Both  are  now 


fully  integrated.  With  PlanPag  as  its  central 
planning  system,  MediaCorp  creates  the 
page  plans  for  Singapore’s  second  largest 
daily  newspaper  and  then  forwards  them  to 
the  editorial  system  using  standardized 
interfaces. 

At  MediaCorp,  IS-M/AM  is  integrated  in 
finance  and  controlling  modules  from  the 


SAP  ERP  family,  ppi  Media  provides  exten¬ 
sive  know-how  on  SAP’s  IS-M/AM  from 
more  than  50  reference  installations  at 
news  publishers  worldwide.  Atex  Prestige  is 
integrated  based  on  XML  standards,  ppi 
Media’s  experience  covers  more  than  100 
installations  with  various  editorial  systems 
at  newspapers  worldwide. 
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WHAT  WE  KNOW  SO  FAR  AND  WHAT  IT 
MEANS  FOR  THE  FUTURE  OF  NEWS 

BY  NU  YANG 

recent  Pew  Research  Center 

A  study  found  that  the  majority 
of  tablet  owners  —  77  per¬ 
cent  —  use  their  device  every 
day,  and  an  average  session 
lasts  90  minutes.  With 
numerous  tablet  manufacturers  and  operat¬ 
ing  systems  coming  into  play,  readers  have 
more  choices  than  ever  for  how  they  receive 
their  news. 

Some  publishers  and  media  companies  have  adapted  by 
developing  apps  or  making  their  publications  available  on  digi¬ 
tal  newsstands.  Then  there’s  Philadelphia  Media  Network, 
which  is  offering  Android  tablets  in  the  U.S.  preloaded  with 
proprietary  news  content.  Tribune  Co.  has  also  announced 
plans  to  develop  a  tablet  de\ice  of  its  ov\'n. 

Only  time  will  tell  if  these  .strategies  are  hits  or  misses,  but 
one  thing  is  for  sure:  Tablets  need  to  be  recognized.  So,  what 
should  publishers  keep  in  mind  w'hen  it  comes  to  these  devices 
in  2012?  Here’s  what  w  e  know  so  far  and  a  peek  at  w'hat  is  yet 
to  come. 
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APPLE  VS.  ANDROID 


When  Apple  introduced  the 
iPad  in  April  2010,  the  com¬ 
pany  reported  it  had  sold  3 
million  units  in  just  80  days. 
The  new’  tablet  market  was 
clearly  a  viable  one,  and 
Google  was  quick  to  respond 
by  making  its  open-source 
operating  system  Android 
available  on  tablets  made  by 
Sony,  Acer,  Motorola, 
Samsung,  and  others. 

According  to  an  August 
2011  report  by  comScore, 
Apple  had  the  highest  share 
of  connected  devices  and 
smartphones  in  use  at  43.1 
percent,  which  was  fueled  by 
the  iPad’s  dominance  in  the 
tablet  market.  Android 
accounted  for  34.1  percent  of 
the  total  mobile  and  connect¬ 
ed  device  universe. 

The  report  also  found  that 
iPads  dominated  among 
tablets  in  driving  digital  traf¬ 
fic  —  the  devices  delivered 
97-2  percent  of  all  tablet  traf¬ 
fic  in  the  U.S.  in  August. 

And  what  kind  of  consumer 
is  behind  this  traffic?  Middle- 
age,  higher-income,  working 
individuals  who  follow  the 
news  more  closely  and  more 
frequently  than  the  popula¬ 
tion  ov  erall,  said  the  Pew- 
Study. 

The  study  also  found  that 
about  two-thirds  of  tablet 
news  users  have  a  news  app 
on  their  device.  The  study- 
stated,  “Those  lablet  news 
users  w  ho  primarily  use  apps 
for  new  s  are  the  most  avid 
consumers  of  new-s  on  tablets. 
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!  The  Digimarc  Discover 
j  app  IS  compatible  with 

1  the  iPhone  (models 

1  3GS  and  higher),  the 

1  fourth-generation  iPod 

1  Touch,  the  iPad  2.  and 
j  Android  2.0  phones. 

Using  the  Digimarc 
Discover  app  -  a  free 
download  from  the 
iTunes  App  Store  or 
Android  Market  -  you 
can  hear  the  audio  to 
this  feature  directly 
from  the  main  image. 

1. 

Download 

the  Digimarc 
Discover  app 
for  your 
mobile  device. 

2. 

Hold  your 
devices  four  to 
six  inches 
above  the  page 
and  let  your 
.  camera  focus 
•anywhere  on 
■  the  image. 

They  also  consume  the  news 
more  heavily'  and  in  more  dif¬ 
ferent  ways.  They  also  report 
higher  levels  of  enjoyment 
and  learning  from  their  news 
experience.” 

With  this  type  of  audience 
in  place,  it  may  be  reason 
enough  for  publishers  to  con¬ 
tinue  to  develop  and  promote 
their  news  apps  and  find 
w  ays  to  charge  for  them. 

Last  year,  Google  revealed 
its  online  charging  service. 
One  Pass,  to  publishers.  One 
P^s  charges  for  content  on 
tablets,  as  w  ell  as  on  websites 
and  smartphones.  Publishers 
get  to  keep  90  percent  of  rev'- 
enue  from  sales. 

According  to  Google, 
“Publishers  have  control  over 
how  users  can  pay  to  access 
content  and  set  their  own 
prices.  They  can  sell  subscrip¬ 
tions  of  any  length  with  auto¬ 
renewal,  individual  articles, 
or  multiple-issue  packages.” 

Publishers  may  be  attracted 
to  the  freedom  Google’s  One 
Pass  offers,  but  they  have  also 
reported  success  with  Apple’s 
Newsstand,  a  feature  includ¬ 
ed  in  iOS  5,  which  debuted 
last  October.  Newsstand 
organizes  magazine  and 
new'spaper  app  subscriptions 
in  a  folder  on  the  home 
screen  for  tablet  users  and 
lets  them  access  their  favorite 
publications  quickly  and  easily. 
The  app  is  free,  but  Apple 
takes  30  percent  of  the  sub¬ 
scription  price  for  newspapers 
that  charge  for  their  content. 


3. 

Wait  for  the 
chime  -  your 
web  browser 
will  open, 
taking  you  to 
the  audio 
version  of  this 
story. 
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In  a  sun'ey  from  the  Audit  Bureau 
,  of  Circulations  titled  “Going  Mobile: 

How  Publishers  are  Maturing  and 
,  Monetizing  Their  Offerings,”  just  8 

!  percent  of  publishers  said  they 

thought  Apple’s  tactics  were  favorable 
to  them.  Fort>  -three  percent  said  the 
publishing  industry  needs  to  develop 
an  alternative  to  Apple  to  be  success¬ 
ful  in  the  future. 

But  £<tPdid  report  several  success 
stories  last  month,  including  The 
New  York  Times,  which  saw  a  429 
percent  spike  in  iPad  app  downloads 
and  a  5,596  percent  increase  in 
iPhone  app  downloads  since  joining 
Newsstand.  For  $34.99,  users  can 
purchase  access  to  the  NYTimes  apps 
for  iPad  and  iPhone. 

Conde  Nast,  publisher  of  Allure, 

GQ,  and  Vanity-  Fair,  saw  a  268  per¬ 
cent  increase  in  magazine  subscrip¬ 
tions  since  the  Newsstand  app 
launched.  The  company  also 
announced  it  would  make  digital  edi¬ 
tions  of  all  its  publications  available 
on  the  Nook  and  Nook  Color  e-read¬ 
ers,  where  readers  can  choose 
between  single-copy  sales  and  month¬ 
ly  subscription  options. 


THE  FIRE  AND  THE  NOOK 

Amazon’s  Kindle  Fire  and  Barnes  & 
Noble’s  Nook  tablet  are  poised  to 
share  the  stage  with  the  iPad  and 
Android  devices.  Research  firm  IHS 
iSuppli  estimated  Amazon  shipped 
3.9  million  Kindle  Fire  tablets  this 
past  holiday  season,  and  Barnes  & 
Noble  issued  a  statement  that  the 
Nook  tablet  launched  to  “big  order 
volume”  in  November. 

Both  de\ices  are  much  more  than 
their  e-reader  predecessors.  The  $199 
Kindle  Fire  is  a  7-inch  tablet  that 
links  with  Amazon’s  collection  of  dig¬ 
ital  music,  \ideo,  magazine,  and  book 
.services.  It  includes  popular  apps 
such  as  Netfli.\,  Pandora,  and  Hulu. 


The  $249  Nook  tablet  also  features  a 
7-inch  touchscreen  and  comes  pre- 
loaded  with  apps  like  the  Fire  but 
offers  a  longer  batteiy’  life  and  more 
storage  space.  Another  benefit  —  the 
Nook  provides  free  in-store  customer 
service  at  more  than  700  Barnes  & 
Noble  locations. 

In  an  article  titled  “Here’s  the  secret 
to  Amazon’s,  B&N’s  tablet  strategv  ,” 
Kevin  Tofel  ofGigaOm.com  speculat¬ 
ed  that  simplicity  and  reasonable 
prices  will  win  the  tablet  wars. 
“Neither  (the  Fire  nor  the  Nook)  is 
meant  to  handle  some  of  the  heavier 
computer-like  tasks  of  their  bigger 
brethren  ...  and  that  allows  both  com¬ 
panies  to  focus  on  providing  a  great 
e.xperience  for  the  functions  that  con¬ 
sumers  want ...  think  of  the  con¬ 
trolled  Apple  iPad  experience  in  a 
cheaper,  smaller  form  factor.” 

With  the  launch  of  Kindle  Fire, 
Amazon  introduced  its  owti  news¬ 
stand  feature  for  selling  subscriptions 
and  single  issues  of  more  than  400 
digital  newspapers  and  magazines. 
Last  month.  The  Wall  Street  Journal 
released  an  app  exclusively  for  the 
Fire.  The  free  app  can  be  downloaded 
from  the  Amazon  Appstore.  Within 
the  app,  WSJ  offers  an  automatically 
renewing  monthly  subscription  for 
$17.29  per  month,  and  subscribers 
will  receive  unlimited  access  to 
WSJ.com  and  all  WSJ  smartphone 
and  tablet  apps. 

IHS  iSuppli  also  estimated  Amazon 
would  have  a  13.8  percent  share  of 
global  media  tablet  shipments  at  the 
end  of  2011,  placing  Amazon  second  to 
Apple’s  estimated  65.6  percent.  In  third 
is  Samsung  with  a  projected  4.8  per¬ 
cent,  and  Barnes  &  Noble  comes  in 
fourth  with  an  estimated  4.7  percent. 


APPS  VS.  HTML5 

The  ABC  surv’ey  also  found  that  the 
number  of  publishers  w^ho  said  they 
had  a  well-developed  plan  for  the 
mobile  market  rose  to  59  percent,  up 


11% 

of  American  adults 
own  tablet  computers 

77% 

of  tablet  owners  use 
their  tablet  daily 

53% 

of  tablet  owners  are 
daily  tablet  news 
consumers 

14% 

of  tablet  news  users 
have  paid  directly 
to  access  news  on 
their  tablet 

23% 

get  digital  access 
through  a  print  news¬ 
paper  or  magazine 
subscription 

40% 

of  tablet  users  say 
they  receive  their 
news  mainly 
through  a  Web 
browser 

31% 

use  news  apps  and 
their  browser  equally 

21% 

get  their  news 
primarily  through  apps 


36  Kl)ITOK& PUBLISHER  J  VM' .VRV  2012 


www.editorandpublisher.com 


Source:  Pew  Research  Center’s  Project  for  Excellence  in  Journalism  in  collaboration  with  The  Economist  Group 


to  all  three  apps  for  $12.99  every 
four  months,  or  purchase  the  tablet 
for  $99  with  a  two-year  subscrip¬ 
tion  to  all  three  apps  for  $9.99  every 
four  months. 

At  press  time,  half  of  the  tablets 
had  been  reported  sold  so  far. 

“I’m  very  pleased  with  the  suc¬ 
cess,”  said  PMN  CEO  and  publish¬ 
er  Gregory'  Osberg.  “We’re  learning 
a  lot  about  the  marketplace  and 
who  is  utilizing  the  tablet.” 

Osberg  said  his  company  has 
learned  to  be  more  proactive  with 
consumers.  “Within  48  hours  of  a 
purchase,  we  give  that  customer  a 
follow-up  phone  call,”  he  said. 
Customer  service  support  was 
brought  in-house  at  PMN’s  offices. 


THE  PHILLY  EXPERIMENT 

With  the  tablet’s  growing  popularity, 
it’s  probably  no  surprise  that  many 
eyes  are  watching  Philadelphia 


from  just  28  percent  in  2009- 

One  aspect  publishers  should 
explore  is  whether  or  not  to  shift 
their  publications  from  the  Web  to 
apps.  HTML5  can  format  an  exist¬ 
ing  website  into  a  tablet-friendly  — 
or  even  smartphone-friendly  —  lay¬ 
out.  This  method  is  cheaper  than 
building  an  app  and  gives  the  pub¬ 
lisher  the  ability  to  push  content  to 
all  devices  from  one  main  site.  It 
also  eliminates  the  30  percent  fee 
publishers  must  pay  Apple. 

When  it  comes  to  developing 
apps,  most  publishers  are  still 
focusing  their  efforts  on  Apple 
products,  according  to  the  survey. 
Sixty-one  percent  of  newspaper 
publishers  said  they  have  an  iPhone 
app,  and  54  percent  said  they  have 
an  iPad  app.  Of  those  publishers 
with  apps,  45  percent  said  they 
charge  for  their  iPad  apps,  35  per¬ 
cent  receive  payment  for  iPhone 
apps,  and  34- percent  earn  revenue 
from  Amazon’s  Kindle. 


■  <$25k 


$25k  to  <$50k 


-  $50k  to  <$75k 


■  $75kto  <$100k 


$100k+ 


Source:  ComScore. 


Media  Network  Inc.  (PMN),  ow'ner 
of  the  Philadelphia  Inquirer, 
Philadelphia  Daily  News,  and 
Philly.com.  The  current  strategy  is 
part  of  a  series  of  initiatives  called 
Project  Liberty’,  designed  to  boost 
digital  readership. 

Last  September,  PMN  offered  a 
new’  tablet  to  the  first  5,000  sub-  • 
scribers  who  signed  up  with  a  bun¬ 
dled  subscription  offer.  The  Android 
tablet  is  an  Axnova  10  G2  made  by 
French  company  Archos,  and  it 
comes  preloaded  with  digital  edi¬ 
tions  of  the  Inquirer  and  Daily 
News  as  well  as  a  new  Inquirer  app. 
Consumers  have  two  pricing 
options;  Purchase  the  tablet  for 
$129  w'ith  a  one-year  subscription 


Share  of  Tablet  Audience  by  Household  Income 
Source:  comScore  MobiLens,  U.S.,  3  mon.  avg.  ending  Aug-2011 


Gregory  Jerry 

Osberg  Steinbrink 

PMN  CEO  PMN  Chief 

ancf  publisher  brand  officer 

W'ith  a  dedicated  staff  specifically 
trained  to  offer  tablet  support. 
PMN  also  added  online  ordering 
to  make  it  more  convenient  for 
consumers. 

Another  move  was  hiring  former 
Consumer  Reports  executive  Jerry 
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Steinbrink  as  chief  brand  officer, 
responsible  for  leading  the  com¬ 
pany’s  overall  brand  strategv’ 
across  digital  and  print  platforms. 
Steinbrink  said  he  thought  the 
tablet  experiment  was  an  “excit¬ 
ing  challenge.” 

“I  felt  strongly  the  content  and 
the  tablet  would  make  an  appeal¬ 
ing  package  for  people,”  he  said. 

The  company’s  previous  mar¬ 
keting  slogan,  “Seize  the  Future,” 
was  what  Osberg  called  a  rallying 
crv’.  “An  invitation  to  be  a  part  of 
the  future,”  he  said.  As  the  com¬ 
pany  moved  into  phase  two  of  the 
tablet  strategv',  featuring  software 
and  hardware  upgrades, 
Steinbrink  said  the  campaign 
changed  to  “Your  Everv'day 
Tablet,”  delivering  a  more  user- 
friendly  message. 

Another  marketing  tool  is  to  get 
the  tablet  into  the  hands  of  con¬ 
sumers.  “We’re  going  into  food 
courts,  mails,  trade  shows,  and 
trains,”  Osberg  said.  “We’ve  even 
gone  to  the  Apple  store  and  asked 
people,  ‘How  do  you  tablet?’” 


Share  of  Tablet  Audience  by  Gender 
Source:  comScore  MobiLens,  U.S.,  3  mon.  avg. 
ending  Aug-2011 


Source;  ComScore.com/Digital  Omnivores/October  2011 


■  Male 
Female 


Share  of  Tablet  Audience  by  Age 
Source:  comScore  MobiLens,  U.S.,  3  mon.  avg. 
ending  Aug-2011 


■  Age:  13-17 

■  Age:  18-24 

■  Age:  25-34 

■  Age:  35-44 

■  Age:  45-54 

■  Age:  55-64 

■  Age:  65+ 


1 
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73% 

of  publishers  said  their 
readers  are  most  likely  to 
consume  their  content  on 
e-readers/tablets 

60% 

said  the  same  about 
smartphones 


said  they  have  an  iPhone  app 

54% 

said  they  have  an  iPad  app 

45% 

charge  for  their  iPad  apps 

35% 

charge  for  iPhone  apps 

Source:  Audit  Bureau  of  Circulations  and  ABC  Interactive 


The  tablet  was  targeted  to  mid¬ 
level,  younger  professionals  —  what 
Osberg  called  “the  Philly.com  audi¬ 
ence.”  According  to  Osberg,  75  per¬ 
cent  of  the  tablet  subscribers  have 
taken  advantage  of  the  tw'o-year 
offer,  creating  a  long-term  relation¬ 
ship  with  the  paper. 

“Existing  subscribers  are  also  pur¬ 
chasing  tablets,”  he  said.  “So  far, 
we’ve  seen  a  low  single  number  in 
subscription  cancellations  due  to  the 
tablet.  We’re  seeing  them  go  into 
households,  w'here  one  family  mem¬ 
ber  may  read  the  paper  w'hile  the 
other  reads  on  the  tablet.  We’re  still 
seeing  different  reading  habits.” 

But  it’s  not  about  print  vs.  digital. 
“Our  approach  is  to  be  a  content  fac¬ 
tory  by  providing  more  choices  for 
consumers  to  he  engaged  with  con¬ 
tent,”  Osherg  said.  “We  should  be 
right  in  the  center,  not  trailing  or 
placing  catch-up.” 

Osberg  said  tbe  goal  with  the  tablet 
strategv’  is  to  increase  the  number  of. 
people  engaged  with  that  content 
and  willing  to  pay  for  it.  Revenue 
opportunities  also  emerged  by  work¬ 
ing  with  advertising  partners  such  as 
Main  Line  Health,  Comcast,  and 
Wells  Fargo. 


Arnova  10  G2 


CAPACITY:  Flash  memory:  8  GB  or  4  GB 

OPERATING  SYSTEM:  Android  2.3  • 
DISPLAY:  10.1”  multi-touch  screen 
SCREEN  RESOLUTION:  1024x600 
DIMENSIONS:  10.6”x5.9”x0.47" 

WEIGHT:  19  oz. 

Wi-Fi:  Yes _ 

POWER  SOLIRCE:  internal  lithium  polymer 
battery,  USB  power  adapter/charger 

MISCELLANEOUS:  720p  camera 
Builbin  speaker 
Microphone 
G-sensor 


WHAT  THIS  ALL  MEANS  FOR  THE 
NEWSPAPER  BUSINESS 

There’s  an  abundance  of  informa¬ 
tion  on  tablets  available,  but  for 
publishers  the  main  question  is: 
“Can  tablets  bring  the  struggling 
newspaper  industry  back  to  life?” 
While  the  Pew^  study  found  that 
consuming  news  ranked  as  one  of 
the  more  popular  activities  on  the 
tablet,  it  also  found  that  a  large 
majority  of  owmers  were  reluctant 
to  pay  (directly  for  the  new's  they 
received. 

And  the  ABC  survey  showed 
publishers  had  mixed  feelings 
about  how  to  charge  consumers 
for  accessing  content  on  multiple 
platforms.  Forty-one  percent  said 
,  readers  should  pay  one  price  and 
receive  access  to  all  platforms  — 
print,  Web,  and  mobile  —  while 
another  40  percent  said  readers 
should  pay  more  for  each  addi¬ 
tional  platform. 

“Ultimately,  it’s  going  to  be  up 
to  the  consumers  to  decide,” 
Osberg  said.  “And  it’s  up  to  us 
(the  publishers)  to  accommodate 
that  consumer.” 

Publishers  are  undoubtedly  invest¬ 
ed  in  mobile  content.  The  ABC  sur¬ 
vey  reported  that  85  percent  of 
respondents  said  they  currently  have 
mobile  content  for  smartphones,  e- 
readers,  or  tablets  —  up  from  76  per¬ 
cent  the  previous  year. 

Osberg  is  one  of  those  publish¬ 
ers,  stating  he  has  been  operating 
digitally  for  14  years.  He  encour¬ 
aged  publishers  to  experiment 
and  enter  an  area  outside  their 
comfort  zone.  When  he  left  his 
position  with  Newsweek  to  w’ork 
at  CNET,  he  called  it  one  of  the 
smartest  things  he  ever  did.  When 
he  returned  to  Newsweek  as  pub¬ 
lisher,  he  transformed  and 
relaunched  Newsweek.com  into  a 
top  magazine  w'ebsite  and  saw  its 
ad  revenue  grow. 

Osberg  said  he  wouldn’t  be  sur¬ 
prised  if  other  cities  and  daily  news¬ 
papers  decided  to  bundle  tablets 
with  news  content  —  and  he  wel¬ 
comed  it.  “The  more  who  move  in 
this  direction,  the  better.”  g 
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Providing  newspapers  a  joit  of  energy  through 
the  right  marketing  tactks 


BY  HEIDI  KULICKE 

arketing  is  a  vital  aspect  of  9,  thriving  business.  As 

Msuch,  the  newspaper  industry  as  a  whole  could  benefit 

from  a  marketing  revival.  Traditional  marketing  tac¬ 
tics  may  have  served  the  industry  well  in  the  past,  but 
the  biggest  areas  of  growth  are  in  online  and  interac¬ 
tive  marketing.  According  to  the  Forrester  Research 
Interactive  Marketing  Forecast  2011  to  2016  (U.S.), 
interactive  marketing  currently  represents  21  percent 
of  ad  spend  (2012)  and  will  grow  to  35  pertent  of  ad  spend  by  2016.  And  by  2016, 
advertisers  will  spend  nearly  $77  billion  on  interactive  marketing. 


j  The  Digimarc  Discover 
I  app  IS  compatible  with 
:  the  iPhone  (models 
j  3GS  and  higher),  the 
j  lourth-generation  iPod 
I  Touch,  the  iPad  2.  and 
Android  2.0  phones. 


Using  the  Digimarc  1 . 

Discover  app  -  a  free  Download 

download  from  the  Digimarc 
ITunes  App  store  or 
Android  Market  -  you  mobile  device, 
can  hear  the  audio  to 
this  feature  directly 
from  the  main  image. 


2. 

Hold  your 
devices  four  to 
six  inches 
above  the  page 
and  let  your 
camera  focus 
anywhere  on 
the  image. 


3. 

Wait  for  the 
chime  -  your 
web  browser 
will  open, 
taking  you  to 
the  audio 
version  of  this 
story. 
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SHIFTING  GEARS 

Newspapers  ha\e  an  ingrained  habit 
of  treating  relationships  with  con- 
sinners  and  adi  ertisers  as  a  one-w  a\' 
exchange.  Howe\  er,  interactive  mar¬ 
keting  provides  —  and  requires  —  the 
opportunity  for  immediate  response, 
ongoing  engagement,  and  relation- 
ship  management  in  a  world  where 
neaiiv  eveiything  is  measurable,  said 
Scott  Stines,  president  of  news  media 
consulting  company  mass2one. 

A  well-thought-out  marketing 
strategv-  is  imperative  for  newspapers 
in  order  to  achieve  measurable  busi¬ 
ness  objectives.  “A  business  goal  is 
just  a  dream  unless  it's  supported  by 
a  sound  marketing  strategv-  that 
packages,  positions,  prices,  pro¬ 
motes,  and  distributes  a  newspaper's 
products  and  sen  ices,"  Stines  said. 

If  newspapers  fail  to  establish  clear- 
cut  business  goals  and  execute  them 
through  the  best  marketing  tactics,  it 
places  newspapers  in  a  reactive 
instead  of  proactive  state,  leading  to 
“an  endless  series  of  knee-jerk  reac¬ 
tions  to  market  conditions,  which 
sen  es  to  squander  limited  resources 
as  well  as  confiise  and  demotivate  the 
staff  responsible  for  implementing 
marketing  tactics,"  Stines  added. 

CONSUMER  BUZZ 

It's  a  publisher's  goal  to  have  count¬ 
less  readers  enthusiasticallv  talk 


“A  business  goal  is  just  a  dream  unless  it’s 
supported  by  a  sound  marketing  strategy 
that  packages,  positions,  prices,  promotes, 
and  distributes  a  newspaper’s  products 
and  services” 


Scott  Stines 

president  of  mass2one 


person.  Authentic  recommendations 
from  a  friend  or  eveiy  day  acquain¬ 
tance  are  powertul  forces  when  it 
comes  to  purchases  and  decision¬ 
making,  and  positive  buzz  helps  set  a 
brand  apart  from  its  peers  in  a 
crowded  marketplace. 

Social  media’s  role  is  the  same  as 
“word-of-mouth”  advertising,  but 
with  better  tools  for  sharing  what 
someone  “likes”  with  others,  Stines 
said.  In  a  marketing  sense,  newspa¬ 
pers  should  be  using  Facebook  as  a 
means  to  extend  the  reach  of  their 
content  and  promotions,  while  pro¬ 
viding  users  the  opportunity  to  like 
and  share  their  work.  “A  newspaper's 
h'acebook  page  should  focus  on 
engagement  —  contests,  events,  and 
offers  —  and  serve  to  drive  social 
media  users  to  the  newspaper's  tradi¬ 
tional  and  online  products  and  serv¬ 
ices,  while  rewarding  that  behavior 
along  the  way,”  Stines  said. 

.lonah  Berger,  assistant  professor 
of  marketing  at  the  University  of 
Pennsylvania’s  Wharton  Business 
School,  and  doctoral  student  Eric 
Schwartz  published  a  research  study, 
“What  Drives  Immediate  and 


the  psychological  drivers  of  word- 
of-mouth  for  products,  based  on 
data  from  hundreds  of  social  mar¬ 
keting  campaigns  created  through 
marketing  company  BzzAgent.  The 
study  explores  why  people  talk 
about  products  and  the  difference 
between  on-  and  offline  product 
discussions,  and,  importantly,  the 
steps  to  take  to  generate  more 
product  buzz. 

In  a  digital  setting,  consumers  are 
more  aware  of  being  watched  by  peers 
and,  therefore,  are  motivated  to  jxisf 
alx)ut  brands  that  will  be  well- 
received  by  others  —  products  .such  as 
trendv  gadgets.  Berger  and  Schwartz 
call  this  “motivated  transmission.”  The 
study,  however,  claims  Ixdiavior  in 
face-to-face  settings  is  different. 

.  “It’s  less  about  motiv  ated  transmis¬ 
sion  and  more  about  vv-hat  products 
are  top-of-mind  at  a  given  jxjint  in 
time,”  Malcolm  Faulds,  senior  vice 
president  of  marketing  at  Bz.7Agent, 
summaiized  in  a  column  for  AdAge. 
“Interesting  products  may  generate 
immediate  di.scussion  as  noveltv- 
items,  but  that  fades  fast.  Simpiv 
being  interesting  doesn’t  give  a  prixl- 
uct  conversation  staying  power.” 

Berger  and  Schwartz  found  that 
under  the  right  circumstances,  com¬ 
mon,  everv'day  products  can  generate 


about  a  newspaper’s  print  and  digital 
products,  spreading  the  word  far  and 
wide  through  social  media  and  in 


Ongoing  Word  of  Mouth,”  in  the 
Journal  of  Marketing  Research  this 
past  October.  The  study  examines 
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Social  media 
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Email  marketing 

Mobile  marketing 
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Search  marketing 

2011 

2012 

2013 

2014 

2015 

2016 

CACR 

Social  media 

$1,590 

$2,119 

$2,760 

$3,453 

$4,217 

$4,995 

26% 

Email  marketing 

$1,510 

$1,694 

$1,875 

$2fi66 

$2,262 

$2,468 

10% 

Mobile  marketing 

$1,652 

$2,777 

$4,238 

$5,697 

$7,057 

$8,237 

38% 

Display  advertising 

$10,949 

$12,860 

$16,085 

$19,783 

$23,919 

$27,600 

20% 

Search  marketing 

$18,756 

$21,553 

$24,613 

$27,515 

$30,433 

$33,319 

12% 

Total 

$34,457 

$41,003 

$49,571 

$58,514 

$67,888 

$76,619 

17% 

Percent  of  all 
ad  spend 

19% 

21% 

25% 

29% 

32% 

35% 

Source:  Forrester  Research  Interactive  Marketing  Forecasts,  2011  to  2016  (US) 


far  more  consumer  discussion  than  a 
hot  new  item.  In  fact,  the  study 
found  that  the  biggest  driver  of  dis¬ 
cussion  is  the  accessibilitv'  of  a  prod¬ 
uct.  “People  naturalh-  talk  about 
what  they  see  and  what’s  top-of- 
mind,”  Faulds  wrote.  The  bag  of 
chips,  a  favorite  shampoo,  and  yes, 
even  the  newspaper  on  the  table 
might  not  generate  as  much  online 
buzz  as  the  latest  tech  gadget,  but 
these  everv’day  products  weave  their 
way  into  common  discussions  more 
often  than  a  new,  unfamiliar  product, 
the  study  concluded. 

SAMPLES  AND  PROMOTIONS 

People  will  have  nothing  to  say 
about  newspapers  if  they’ve  never 
read  one.  The  Berger  and  Schwartz 
study  found  the  greatest  increase  in 
word-of-mouth  discussion  is  gener- 
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$2,500 

$2,000 

Email 

marketing 

spend 

$1,500 

(US  S  millions) 

$1,000 

$500 

$0 

Delivery 


2011 

2012 

2013 

2014 

2015 

2016 

Creative 

$319 

$352 

$383 

$417 

$451 

$486 

Integration 

$223 

$247 

$269 

$293 

$318 

$343 

Analytics 

$383 

$444 

$506 

$569 

$635 

$706 

Delivery 

$583 

$651 

$717 

$787 

$858' 

$933 

Total 

$1,510 

$1,694 

$1,875 

$2,066 

$2,262 

$2,468 

Source:  Forrester  Research  Email  Marketing  Forecasts,  2011  to  2016  (US) 


Bob  Provost 

marketing  director 
Star-Ledger 


“if  you  start  by  first  qualifying  the 
candidates  most  likely  to  prefer  or  need 
what  you  are  offering,  you  can  improve 
the  results  of  your  promotion” 


of  the  New  Jersey 


unique  connection  to  the  product 
and  the  ideas,  activities,  and  sugges¬ 
tions  it  contains,  then  newspapers 
will  face  an  uphill  battle. 


ated  through  product  samples, 
because  customers  need  to  have  a 
firsthand  experience  with  a  product 
to  understand  what  it  can  do. 
Newspapers  should  use  promotions 
as  an  incentive  to  attract  the  target 
audience  to  their  product. 

Broad-based  promotions  may 
reach  a  large  (however  unqualified) 
pool  of  candidates  and  can  still  yield 
results,  but  usually  at  a  fairly  low 
rate  of  return,  said  Bob  Prcjvost, 
marketing  director  of  the  New  .Jersey 
Star-Ledger.  “If  you  start  by  first 
qualifying  the  candidates  most  likely 
to  prefer  or  need  w  hat  you  are  offer¬ 
ing,  you  can  improve  the  results  of 
your  promotion,”  he  said.  An  exam¬ 
ple  of  this  would  he  targeting  for¬ 
mer/lapsed  subscribers  or  new' 
homeowners  with  special  promotion¬ 
al  offers  and  messaging,  which  will 
usually  deliver  a  better  response  than 
a  generic  offer.  Likewise,  using  email 
to  send  a  travel  marketer’s  message 
to  subscribers  who  took  a  vacation 
stop  during  the  pre\ious  year  will 
likely  yield  a  stronger  response  than 
a  random  subscriber  mailing, 

Provost  said. 

It  takes  more  than  handing  out  a 
free  copy  outside  a  grocery  store  or 
giving  away  a  free  one-month  trial. 
An  audience  needs  valid  reasons  to 
subscribe.  If  readers  don’t  feel  a 


BRANDING  AND  ACCESSIBILITY 

The  strength  of  a  new  spaper’s 
“brand  ”  correlates  w  ith  an  advertis¬ 
er’s  positive  or  negative  response  to 
a  proposal,  and  is  w  hat  subscribers 
evaluate  when  deciding  whether  or 
not  to  renew  ,  Provost  said.  “It’s  the 
intellectual  and  emotional  associa¬ 
tion  they  make  with  your  product 
and  company,”  he  said.  Provost  ' 
compared  newspapers  to  winning 
and  losing  brands.  “liach  newspa¬ 
per  brand  needs  to  be  perceived  as 
a  winner,  a  desirable  association,  a 
success.  Advertisers  and  subscribers 
will  invest  in  a  winner,  but  they  will 
not  throw'  good  money  after  bad  if 
they  perceive  us  as  a  loser.” 

One  trick  commonly  used  by  mar¬ 
keters  to  increase  the  strength  of  their 
brand  is  to  create  mental  links  by  asso¬ 
ciating  common  items  w'ith  their  prod¬ 
uct,  especially  if  the  usage  is  one  that 
people  do  not  already  connect  to  the 
brand.  Take,  for  example,  the  way  we 
now  associate  quacking  ducks  w'ith 
Aflac,  or  the  color  green  w'ith 
Starbucks  coffee.  BzzAgent  created  a 
program  for  Boston  Market  to  help 
develop  a  new  association  for  the 
brand.  To  many  people,  the  restourant 
w’as  associated  with  lunch,  so  the 
chain  hired  BzzAgent  to  target  specific 
customer  profiles  with  dinner-related 
messaging  and  offers.  The  efforts  ulti- 


4  Steps  to 
Interactive 
Marketing 
Success 

Scott  Stines,  president  of 
mass2one,  has  outlined  four  steps 
newspapers  can  take  to  master 
interactive  marketing. 

1.  Create  an  organization  focused  on 
implementing  interactive  marketing 
strategies,  which  includes  not  only  the 
delivery  of  content  across  channels, 
but  also  establishing  new  sales,  serv¬ 
ice,  and  communications  channels 
with  existing  and  non-traditional 
newspaper  advertisers. 

2.  Address  traditional  perceptions 
regarding  audience  delivery,  specifical¬ 
ly  transitioning  from  the  mindset  that 
"more  is  better"  to  an  understanding 
and  appreciation  of  the  value  of  audi¬ 
ence  (quality  vs.  quantity). 

3.  Tackle  internal  culture  or  organi¬ 
zational  baggage  that  serves  to 
derail  chahge  and  exists  to  rein¬ 
force  the  status  quo.  Accept  market 
changes  as  reality  and  avoid  denial. 

4.  Understand  and  adopt  permis¬ 
sion-based  marketing  practices  that 
recognize  and  respect  the  fact  that 
consumers,  not  content  or  ad  pro¬ 
ducers,  are  in  the  driver's  seat  for 
the  foreseeable  future. 

mately  boosted  word-of-mouth  by 
20  percent,  according  to  Faulds. 

According  to  media  analyst  Jim 
Chisholm,  CtK'a-Cola  sjjends  14  per¬ 
cent  of  its  revenue  on  advertising; 
newspapers  spend  less  than  1  {lercent. 
Chisholm  is  joint  principal  of  iMedia 
Adrt.sory'  Senices.  a  global  newspaper 
consulting  practice.  He  pre.sented  the 
findings  of  his  Sun  cy  of  Editors’ 
Attitudes  at  the  annual  Societ}'  of 
Editors  conference  held  in  November 
in  the  U.K. 

Why  would  a  huge  global  brand 
such  as  Coca-Cola  spend  so  much 
on  advertising?  Because  it  ensures 
we  remember  who  they  are  and 
what  they  do,  Chisholm  argued.  In 
turn,  new  spapers  should  follow 
suit  as  a  way  to  stand  out. 

One  w  ay  to  become  memorable 
is  to  make  the  newspaper  useful. 
The  Acerington  Obsen  er  in  the 
U.K.  has  done  this  with  its  “Shop 
Local”  campaign.  More  than  50 
local  stores  participate  by  offering 
discounts  to  customers  if  they 
present  a  loyalty  card,  found  inside 
the  newspaper.  It’s  a  win-v^n  for 
businesses  and  the  newspaper, 
reminding  customers  of  the  rele¬ 
vance  of  local  stores  and  the  local 
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newspaper.  The  campaign  pro\  ides  a 
reason  to  buy  the  paper,  promotes 
goodwill  within  the  communiU',  and 
gets  the  paper's  branding  into  shops 
that  may  have  never  previoush’ 
stocked  the  paper. 

EMAIL  MARKETING 

Email  marketing  has  the  potential  to 
be  an  eft’ective  marketing  tool  if  a 
target  audience  has  been  properly 
cultivated,  Provost  said.  A  quality 
newsletter  sent  to  the  appropriate 
audience  can  address  just  about  any 
objective,  w  hether  it’s  from  a  muse¬ 
um  communicating  to  its  audience 
about  a  new  exhibit,  or  a  newspaper 
informing  its  subscribers  on  head¬ 
lines  and  top  news  stories.  "The 
problem  is  when  great  newsletters  go 
to  the  wrong  audience  or  a  poorly 
crafted  newsletter  goes  to  the  right 
audience.  Both  are  formulas  for  fail¬ 
ure,"  Provost  said. 

“Email  marketing  is  still  one  of  the 
most  effective  channels  for  reaching 
customers  in  a  medium  they  rely  on 
each  and  eveiy  day  to  conduct  busi¬ 
ness  and  communicate."  said  Robert 
Payne,  marketing  director  of 
Saxotech.  Email  newsletters  can  be 
bundled  with  other  subscriptions  as 
a  value  add-on,  giving  advertisers 
another  vehicle  to  reach  consumers. 
Newsletters  with  compelling  subject 
lines,  interesting  content,  and  rele¬ 
vant  offers  will  drive  traffic  back  to 
the  website,  a  plus  for  attracting 
advertisers.  An  effective  newsletter 
should  have  the  ability  to  let  its  cre¬ 
ator  track  the  number  of  clicks, 
opens,  forwards,  bounces,  and 
unsubscribes  in  order  to  measure 
success  and  the  return  on  invest¬ 
ment.  However,  newspapers  must 
be  careful  not  to  create  customer 
fatigue  and  control  send  frequency 
by  establishing  an  email  marketing 
distribution  calendar,  Provost  said. 

According  to  Stines,  email  market¬ 
ing  is  the  most  cost-effective  (cost  per 
contact,  cost  per  order)  channel  for 
capitalizing  on  customer  experiences 
and  behaxior  across  media  channels. 
He  sees  it  as  a  natural  choice  for 
newspapers  to  market  online  and 
interactive  products  and  ser\ices. 
"With  an  integrated  consumer  and 
business  opt-in  email  database  in 
place,  including  interactions  and 


“Email  marketing  is  still  one  of  the  most 
effective  channels  for  reaching  customers  in 
a  medium  they  rely  on  each  and  every  day 
to  conduct  business  and  communicate” 


Robert  Payne 

marketing  director  of  Saxotech 

beha\'ior  across  the  traditional  chan¬ 
nels  of  circulation  and  ckissified 
advertising  and  interactix  e  channels 
such  as  Web  registration,  newspapers 
possess  the  capabilities  to  target  their 
online  products  and  serxices  to  those 
audience  segments  and  indixiduals 
that  are  most  likely  to  respond,  read, 
or  buy,"  Stines  said. 

Stines  recommends  that  nexxspa- 
pers  use  database-drixen  email  com- 
municatiors  to  time  and  target  deliv- 
eiy  of  information  and  offers  as  xvell 
as  to  stimulate  the  dialogue  and 
engagement  required  to  groxv  the 
value  of  relationships  xx  ith  con¬ 
sumers  and  advertisers  oxer  time.  He 
encourages  nexvspapers  to  create  a 
customizable  nexvsletter  targeted  to  a 
reader’s  preferences  as  it's  far  more 
effective  than  using  email  to  "blast” 
everx  one  xx  ith  the  same  message. 

To  get  the  most  out  of  email  mar¬ 
keting  efforts,  nexvspapers  can 
launch  nexv  interactive  programs. 
Developing  mobile  or  social  pro¬ 
grams  xx'ill  create  the  need  to  send 
more  emails.  Eor  example.  Glamour 
magazine  puts  blog  content  in  its 
xveekly  e-nexvsletter.  Other  examples 
include  British  Airxxays,  xvhich  creat¬ 
ed  an  email  campaign  to  drive  doxvn- 
loads  of  its  nexv  E.xecutive  Club  app; 
Travelocity  increased  its  bottom  line 
by  12.3  percent  by  customizing  email 
offers  to  lapsed  customers;  and 
Mint.com  generated  8,500  nexv  leads 
for  50  cents  each  by  emailing  exist¬ 
ing  subscribers  xxith  a  referral  offer 
that  they  could  forxx  ard  xia  email, 
Facebook,  or  Txxitter,  all  according  to 
Forrester  Research. 

PRESSING  FORWARD 

There  are  many  lessons  nexvspapers 
can  learn  from  other  industries.  The 
auto  industry-  is  a  notable  example  of 
a  marketing  reinvention  as  it  faces  ris¬ 
ing  gas  prices  and  fierce  competition 
from  xx-ithin  its  oxx-n  industry-  and 
other  modes  of  transportation.  Auto 
manufacturers  haxe  learned  to  adapt 
their  products  to  meet  the  challenges 
associated  xx-ith  an  evoking  societx’;  in 


Newspaper  Marketing 

TIPS 


Learn  to  be  client-centric  in  your 
thinking.  Think  of  the  print  and 
digital  products  you  offer  as  solu¬ 
tions  you  can  bring  to  bear  on 
your  client’s  marketing  challenges. 
To  do  so  you  must  first  under¬ 
stand  your  client’s  business  and 
goals.  Asking  your  clients  to  invest 
in  solutions  you  have  strategically 
developed  to  address  their  needs 
is  much  more  empowering  than 
asking  them  to  buy  advertising. 

—  Bob  Provost, 

Star-Ledger  director  of  marketing 


Don’t: 


Default  to  buying  into  vendor 
“turnkey”  solutions  for  the  program 
du  jour.  In  a  fast-changing  world  the 
decision  to  “build  vs.  buy”  should 
be  just  that  —  a  decision  —  hopeful¬ 
ly  one  that  does  not  leave  money 
on  the  table  or  share  revenue  when 
it  is  not  required. 

—  Scott  Stines, 
mass2one  president 


other  xvords,  "they  build  their  oxvn 
story-  of  the  fiiture,”  said  Herman 
Verxximp,  marketing  director  for 
Belgium-based  Gijbels  Group.  Just 
as  thei-e  xx-ill  alxvays  be  a  demand  for 
modes  of  transportation,  there  xx-ill 
alxvays  be  a  demand  for  nexx-s  and 
knoxvledge  of  current  events.  Like 
the  auto  industry-,  nexx  spapers  must 
formulate  a  plan  for  ftrture  success, 
not  fall  victim  of  circumstances. 

In  a  blog  post  for  the 
International  Newsmedia 
Marketing  Association  (INMA), 
Verxx'imp  suggested  the  industry- 
create  an  independent  media  lab 
—  a  place  Axhere  creative  minds 
and  specialists  in  media  economics 
xvork  together  to  create  a  x-ision  of 
hoxv  we  as  an  industry  xvill  grow 
and  change.”  He  envisions  it  as  a 
place  where  nexx  spapers  xvon’t 
operate  in  surx-ival  mode,  but  from 
a  mindset  of  conquering  nexv  chal¬ 
lenges  and  seizing  opportunities. 

“When  you’re  under  fire  in  an 
economic  war,  the  best  thing  you 
can  do  is  cr  eate  your  oxvn  future. 
The  alternative  is  stax-ing  in  the 
trenches,”  Verxv-imp  said.  li 
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ETHICS  CORNeTI 


continued from  page  27 

this:  ‘Oh  the  Times  has  a  wane  club.  I 
like  their  wine  club.  That  Eric 
Asimov  ( Times  wine  critic)  writes 
about  some  pretty  cool  wines,  so  I 
guess  their  club  will  be  pretty  good.’” 

Two  years  later,  the  Times  wine 
club  page  is  reinforcing  that  percep¬ 
tion.  Its  relationship  with  Global  is 
buried  in  tiny,  tiny,  tjpe  at  the  bot¬ 
tom  of  the  site.  Meanwhile,  on  the 
right  side  of  the  page  is  a  bo.x  that 
links  to  Diner’s  Journal,  where 
Asimov  sometimes  wiites  eloquently 
about  wines  and  food  for  the  Times. 

On  her  blog,  Drinkwell  noted  that 
linking  the  wine  club  to  Asimov  gives 
the  strong  impression  that  the  wines 
the  Times  is  pushing  are  as  good  as 
the  ones  he  is  reviewing. 

That  perception  is  one  shared  by 
Darrell  Corti,  president  of  Corti 
Brothers,  a  famed  Sacramento  gro¬ 
cery,  and  an  internationally  known 
expert  on  wines  and  wineries. 

“If  Eric  Asimov  recommends  a 
wine,  that  wine  is  going  to  sell,” 
Corti  said.  “The  person  who  picks 
the  wine  for  the  club  has  to  have 
great  credibility.  Sometimes  some¬ 
one  w'ho  w'as  great  once  uses  his 
reputation  to  promote  something 
that  might  not  be  as  good.” 

Tom  Negrete,  managing  editor  of 
The  Sacramento  Bee,  agrees. 

“The  wine  clubs,  because  they 


want  to  get  a  good  price,  will  order 
and  pay  for  their  wines  in  advance,” 
said  Negrete,  who  thought  about 
starting  a  wine  club  two  years  ago 
but  abandoned  the  idea  when  his 
advertisers  complained.  “So  they 
might  pick  a  wine  that  was  great 
last  year,  but  those  wines  may  not 
be  as  good  this  year.” 

Here  is  another  problem: 
Newsrooms  control  their  copy.  They 
stand  behind  the  work  of  their 
reporters,  backing  them  with 
lawyers,  if  necessary. 

The  newsrooms  and  the  wine 
writers  don’t  vet  the  wine  tasters. 
They  can’t,  because  it  would  seem 
like  they  are  part  of  the  new  spaper 
club’s  wine-tasting  team.  So  striv¬ 
ing  to  be  ethical  creates  another 
ethics  problem. 

The  Chicago  Tribune,  which  start¬ 
ed  its  wine  club  last  spring,  seems  to 
be  dealing  with  that  problem.  The 
top  of  the  page,  in  large  t>pe,  pro¬ 
motes  “Chicago  Tribune  wine.” 

How'ever,  and  I  mean  however,  at 
the  ver\’,  ver\'  bottom  of  its  wine  page 
in  microscopic  t\pe  is  this  caveat: 

“While  the  Chicago  Tribune  Wine 
Club  u.ses  articles  from  the  Chicago 
Tribune  archives,  the  wines  themselves 
are  selected  independently,  not  by  ' 
Chicago  Tribune  wine  critics  or  other 
members  of  the  news  department.” 


^  iT  - 


Pardon  my  passion,  but  I  like 
newspapers.  They  are  still  the  most 
credible  source  of  news  in  this 
country.  Readers  love  them  and 
hate  them,  but  they  need  them. 
They  want  to  be  wooed  with  stories 
about  their  communities,  not  about 


Allan  Wolper,  professor  of 
journalism  at  Rutgers 
University,  is  the  host  of 
“Conversations  with  Allan 
Wolper,  ”  a  podcast  on 
WBGO.org,  an  NPR  affili¬ 
ate  in  the  iVew  York  area.  He  has  w  on 
more  than  50  journalism  prizes.  His 
ethics  columns  in  E&P  have  been 
honored  by  The  National  Press  Club 
and  the  New  York  chapter  of  the 
Socieri  of  Professional  Journalists. 
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Bart  Richards  Award  for  Media  Criticism 

Recognizing  outstanding  contributions  to  the 
improvement  of  print,  broadcast  or  online  journalism. 

Work  nominated  for  the  award  evaluates  news  media  coverage  of  significant  subjects  or  issues. 

The  award  is  intended  to  recognize  constructively  critical  articles,  books  and  electronic  media 
reports;  and  reports  by  media  ombudsman  and  media  watchdog  groups. 


pennState 


College  of 
Communications 


James  Rainey 
Ijis  .Angeles  Times 

Project  for  Kxccllence 
in  Journalism 


Recent  Winners 


PBS  “Frontline’' 


B\  ron  C:alame, 
The.Xew  tork  Tunes 


Sydney  H.  Schanlx-n'. 
'the  ViUage  Vme 

Allan  \Vol|H'r,  •' 
Editor  &  PuhlisHer 


Award  namesake  and 
award-winning 
journalist  Bart  Richards. 
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An  E&P  Special  Series 


By  the  end  of  the 

year,  you’re  going  to 
have  the  blueprint 
for  a  successful 
newspaper  business.  That’s 
our  goal  anyway. 

Going  into  2012,  our  industrj-  is  one 
that  is  mired  in  uncertainty;  the  only 
constant  is  change.  Some  publishers 
have  hung  their  hats  on  a  digital  first 
strategy’,  while  others  have  doubled 
down  on  the  quality  of  their  print 
product.  Meanwhile,  ad  revenue  con¬ 
tinues  to  decline,  and  readers  increas¬ 
ingly  rely  on  alternative  sources  for 
news  and  information. 

In  an  effort  to  break  this  cycle,  E&P 
is  going  to  decon.struct  the  current 
newspaper  business  model  and 
rebuild  it  from  the  ground  up  —  high¬ 
lighting  the  process  of  evolution  that 
must  occur  if  newspapers  are  to  sur- 
Aave.  In  this  recurring  series,  we'll 
take  an  in-depth  look  at  what’s  work¬ 
ing  and,  more  importantly,  what’s  not 
working.  Department  by  department, 
we’ll  tear  do^^^l  the  current  assump¬ 
tions  of  how  a  newspaper  should  be 
run  and  invent  a  new  model  for  a 
prosperous  business. 

WHY  NOW? 

Newspapers  in  their  current  form 
have  reached  a  critical  threshold: 
remain  as  they  are  and  fade  away  into 
the  sunset,  or  reinvent  themselves 
and  claim  their  spot  in  the  media 
landscape  of  the  future. 

In  an  analysis  of  data  compiled  by 
the  Newspaper  Association  of 
America,  columnist  and  industry' 
consultant  Alan  Mutter  predicted  that 
2011  would  mark  the  lowest  point  yet 
for  newspaper  ad  revenue  —  a  mere 
$24  billion  in  comparison  to  the 
record  high  of  $49.4  billion  in  2005. 
Though  Mutter  has  drawn  negative 
comments  from  our  readers  for  his 
critique  of  the  industry,  the  numbers 
from  the  NAA  can’t  be  ignored.  In  tbe 
first  nine  months  of  2011,  classified 
advertising  fell  12.9  percent,  retail 
dropped  8.8  percent,  and  national 
advertising  fell  11  percent. 

Sure,  digital  advertising  climbed 


8.3  percent,  but  digital  still  con¬ 
tributes  only  14.3  percent  to  overall 
publisher  revenue,  even  in  the  era  of 
“digital  first.” 

These  numbers  are  a  clear  signal 
that  something  has  to  change.  This 
trend  is  not  cyclical,  and  it  is  not  one 
that  will  just  reverse  itself  w  ithout 
outside  interference.  The  world  is 
changing  too  rapidly  for  newspapers 
to  stand  around  arguing  about 
w'hether  or  not  it’s  tbe  right  time  to 
tiy  something  new. 
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Newspapers  in  their 
current  form  have 
reached  a  critical 
threshold:  remain  as 
they  are  and  fade 
away  into  the  sunset, 
or  reinvent  them¬ 
selves  and  claim 
their  spot  in  the 
media  landscape  of 
the  fiiture. 

SO  WHAT’S  THE  BIG  IDEA? 

The  key  to  forging  a  successful  busi¬ 
ness  model  lies  in  not  just  accepting 
change,  but  embracing  it.  The  sooner 
publishers  let  go  of  the  good  of  days 
and  start  thinking  in  the  now,  the 
quicker  they  can  recover  from  their 
current  state  of  decline. 

This  means  pointing  a  critical  eye  at 
eveiy'  aspect  of  the  new'spaper:  con¬ 
tent  creation,  distribution,  corporate 
structure,  technology,  budget  alloca¬ 
tion,  and  more.  Even  job  titles  will 
need  to  be  reinvented  as  the  old 
methods  of  producing  a  newspaper 
get  shown  the  door. 

In  our  recurring  series  dedicated  to 
the  evolution  of  newspapers,  we’ll 
reinvent  present  practices  w’ith  an  eye 
toward  securing  profitability  in  a  digi¬ 
tal  future. 


20/20  VISION 

Beginning  ne.xt  month  with  our 
February  issue,  we’ll  be  looking 
ahead  to  the  year  2020  to  predict 
how  successful  newspaper  busi¬ 
nesses  will  be  operating.  Yes,  we  do 
believe  that  there  will  be  such  a 
thing  as  newspapers  in  2020  — 
admittedly  with  more  news  and  less 
paper  than  the  current  product 
calls  for. 

2020  is  not  as  distant  as  it  sounds, 
so  you  as  a  publisher  need  to  start 
thinking  now  about  what  tools  you 
will  need  to  operate  your  business 
and  outfit  your  employees,  not  to 
mention  how  you’ll  integrate  educa¬ 
tion  and  training  into  the  annual 
calendar  so  your  company  w  ill  con¬ 
tinue  to  perform  at  its  peak  capabil¬ 
ities.  How  will  you  conv'ince  readers 
that  your  product  is  worth  paying 
for,  and  how'  w'ill  you  sell  those 
readers  to  advertisers  in  your  local 
market? 

These  nagging  questions  won’t  just 
go  aw  ay.  They  will  be  just  as  real  in 
2020  as  they  are  in  2012.  But  the 
future  doesn’t  have  to  be  scary.  With 
the  right  strateg\',  preparation,  and 
execution,  newspapers  can  finally 
move  beyond  the  doom  and  gloom. 

COMING  NEXT  MONTH 

Content  will  always  be  the  bread 
and  butter  of  the  newspaper’s  busi¬ 
ness  model,  so  content  is  w'here  w'e 
will  start  our  journey  into  the 
future.  The  Februarj’  issue  of  E&P 
W'ill  explore  the  changes  in  content 
that  will  be  necessar\'  to  appeal  to 
tbe  market  in  2020.  In  rethinking 
newspaper  content,  our  focus  is  not 
only  on  what  readers  are  looking  for 
and  willing  to  pay  for,  but  what  will 
appeal  to  advertisers  to  help  them 
reach  their  target  markets. 

What  we’re  witnessing  right  now 
is  not  the  death  of  the  newspaper 
industrj',  but  a  rebirth.  By  adapting 
successfully  to  a  technologx-driven 
environment,  publishers  can  devel¬ 
op  all-new  revenue  models  across 
multiple  platforms  while  simultane¬ 
ously  streamlining  operations. 

Right  now',  a  new'  generation  of 
newspapers  is  emerging,  will  yours 
be  among  them?  s 
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AND  DC  WINNER  IS ... 

EDITORS  PUBLISHER. 


a// 


) 


BY  KRISTINA  ACKERMANN 

n  Nov.  30,  E&P  announced  the  winners  of  its  annual  EPPY  awards  for 

best  media-affiliated  websites. 

For  2011,  the  awards  spanned  43  diverse  categories  and  included 
recognition  for  excellence  in  college  and  university  journalism  for  the  first 
time.  Also  new  was  the  division  of  each  category  into  three  segments  based 
on  site  traffic:  less  than  250,000  unique  monthly  visitors,  250,000  to  1  million 
unique  monthly  visitors,  and  1  million  or  more  unique  monthly  visitors. 


This  year’s  judges 
are  leaders  in  all  &u:ets  of 
media,  including  website  design, 
marketing/advertising,  editorial, 
technology,  education,  and  management. 

We  selected  professionals  who  have  distinguished 
themselves  in  their  field  and  denionstrated  exceptional  vision 
and  understanding  of  today's  technology. 

Congratulations  to  all  the  winners  and  a  heartfelt  thanks  to 
all  of  Our  judges  for  participating. 
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Best  animation  on  a  media- 
affiliated  website  with  250,000  to  1 
million  unique  monthly  visitors 

Associated  Press  Animation,  The 
Associated  Press 

Best  automotive  website  with  less 
than  250,000  unique  monthly  visitors 

H\'undaiNews.com,  Hjimdai  Motor 
America 

Best  automotive  website  with 
1  million  unique  monthly 
visitors  or  more 

Globe  Drive,  The  Globe  and  Mail 

Best  business  blog  with  1  million 
unique  monthly  visitors  or  more 

GlobeAndMaiil.com  (Economy  lab),  The 
Globe  and  Mail 

Best  business/finance  website  with 
250,000  to  1  million  unique 
monthly  visitors 

Vegaslnc.com,  Greenspun 
Media  Group 

Best  business/finance  website  with 
1  million  unique  monthly 
visitors  or  more 

Bloomberg.com,  Bloomberg  L.P. 

Best  classified  website  with 
250,000  to  1  million  unique 
monthly  visitors 

UsedVictoria.com,  UsedEverv’where.com 

Best  classified  website  with  1 
million  unique  monthly 
visitors  or  more 

KSL.com,  Deseret  Digital  Media 

Best  college/university 
journalism  website 

Grand  Central  Magazine,  Central 
Michigan  University 

Best  college/university 
sports  blog 

Hoosier  H\pe,  Indiana  University 
Student  Media 

Best  college/university 
individual  sports  website 

Chicago  Sidelines,  DePaul  University 

Best  college/university 
newspaper  website 

The  Red  &  Black,  The  Red  &  Black 
Publishing  Co.,  Inc. 

Best  community  service  on  a 
media-affiliated  website  with  less  than 
250,000  unique  monthly  visitors 

WellCommons:  A  forum  for 
community  health  solutions,  Lawrence 
Journal-World 

Best  community  service  on 
a  media-affiliated  website 
with  1  million  unique  monthly 
visitors  or  more 

Do  No  Harm:  Hospital  Care  in  Las  Vegas, 
Ims  Vegas  Sun 


Best  consumer  technology  blog 
with  less  than  250,000 
unique  monthly  visitors 

Gadget  Guy,  St.  Petersburg  Times 

Best  daily  newspaper  website 
with  less  than  250,000  unique 
monthly  visitors 

NVVHerald.com,  Northwest  Herald/Shaw 
Suburban  Media 

Best  daily  newspaper  website 
with  250,000  to  1  million  unique 
monthly  visitors 

GoSanAngelo.coni, 

San  Angelo  Standard-Times 

Best  consumer  technology  blog 
with  1  million  unique  monthly 
visitors  or  more 

Crave,  CBS  Interactive 

Best  media-affiliated  e-newsletter 
with  less  than  250,000  unique 
monthly  visitors 

The  Main  Course:  The  Main  Line’s 
Dining  Insider,  Today  Media 

Best  media-affiliated  e- 
newsletter  with  1  million  unique 
monthly  visitors  or  more 

iV'illage  Newsletters,  NBCUniversal 

Best  enterprise  feature  on  a  website 
with  less  than  250,000  unique 
monthly  visitors 

Dangers  in  the  Dust:  Inside  the  Global 
Asbestos  Trade,  International  Consortium 
of  Investigative  Journalists 

Best  enterprise  feature  on  a  website 
with  1  million  unique  monthly 
visitors  or  more 

(Tie)  Outside  the  Lines:  A  Man  Obsessed, 
ESPN 

(Tie)  Do  No  Harm:  Hospital  Care  in 
Las  Vegas,  Las  Vegas  Sun 

Best  enterprise/investigative  video 
with  250,000  to  1  million  unique 
monthly  visitors 

Carrying  Darisabel,  York  Daily 
Record/Sunday  News 

Best  enterprise/investigative  video 
with  1  million  unique  monthly  visi¬ 
tors  or  more 

Brain  Wars:  How  the  Military  Is  Failing 
Its  Wounded,  NPR 

Best  entertainment  blog  with 
less  than  250,000  unique 
monthly  visitors 

TicketSarasota,  Sarasota 
Herald-Tribune 

Best  entertainment  blog  with 
250,000  to  1  million  unique 
monthly  visitors 

Monkey  Sec,  NPR 

Best  entertainrrtent  blog  with  1  million 
unique  monthly  visitors  or  more 

PopWatch,  Entertainment  Weekly 


Best  animation  on  a  media-affiliated 
website  with  1  million  unique 
monthly  visitors  or  more 


“Wanna  Live  Forever?  Become  a  Noun,” 
NPR 


Best  business  blog  with 
less  than  250,000 
unique  monthly  visitors 

Investor  Uprising  —  The 
Individual  Investor 
Intelligence  Network, 

Investor  Uprising 

Investor  Uprising’s  editor- 
.  in-chief,  R.  Scott  Raynovich 


Best  business/finance  website 
with  less  than  250,000  unique 
monthly  visitors 


IBJ.com,  Indianapolis  Business  Journal 


Best  classified  website 
with  less  than  250,000 
unique  monthly  visitors 

CareerCast.com,  Adicio 


Tony  Lee,  publisher 


Best  college/university  journalistic 
or  documentary  report 


Urbino  Project  2011,  ieiMedia,  Iowa  State 
University,  James  Madison  University 
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Best  daily  newspaper  website  with 
1  million  unique  monthly  visitors 
or  more 

BostonGlobe.com,  The  Boston  Globe 


Clockwise  from  back  left:  content  producer  Linda 
Frembes,  sports  producer  Sean  Leahy,  features  producer 
Kailani  Koenig-Muenster,  news  producer  Jesse  Nunes,  and 
editor  Jason  Tuohey.  Not  pictured:  content  producers 
James  Duffy,  Julie  Balise,  David  Castro-Olmedo,  Ken 
Singletary,  Jason  Breslow,  and  Alexa  McMahon. 


Best  crowdsourcing  or  citizen 
journalism  with  less  than  250,000 
unique  monthly  visitors 

Capture  Kern  Count)-,  The  Bakersfield 
Californian 


From  left  to  right:  director  of  photography  Alex  Horvath, 
assistant  photo  editor  Michael  Fagans,  marketing  coordina¬ 
tor  Mira  Patel,  and  senior  vice  president  Logan  Molen. 


Best  crowdsourcing  or  citizen  jour¬ 
nalism  with  1  million  unique  monthly 
visitors  or  more 


Open  Stor\-,  CNN 


Best  sports  blog  with  1 
million  unique  monthly 
visitors  or  more 

First  and  Orange,  The 
Denver  Post 

Lindsay  Jones,  main  blogger 
for  First  and  Orange 


Best  entertainment  website  with  less 
than  250,000  unique  ntonthly  visitors 

Welcome  to  Pine  Point,  National  Film 
Board  of  Canada 

Best  entertainment  website 
with  250,000  to  1  million  unique 
monthly  visitors 

Uts  VegasWeekly.com, 

Las  Vegas  Weekly 

Best  erttertainment  website  with  1 
million  unique  nrKXithly  visitors  or  more 

Boston.com  A&E, 

The  Boston  Globe 

Best  food  website  with  less  than 
250,000  unique  monthly  visitors 

Feast  Magazine,  Lee  Enterprises 

Best  food  website  with  1  million 
unique  monthly  visitors  or  more 

Eatocracy,  CNN 

Best  home  page  with  1  million 
unique  monthly  visitors  or  more 

SI. com.  Sports  Illustrated 

Best  investigative  website  with  less 
than  250,000  unique  monthly  visitors 

The  Center  for  Public  Integrity 

Best  journalism  website  with  1  mil¬ 
lion  unique  monthly  visitors  or  more 

NPR 

Best  local  radio-affiliated  website 
with  250,000  to  1  million  unique 
monthly  visitors 

Minne.sota  Public  Radio  News 

Best  mobile  website  with  250,000 
to  1  million  unique  monthly  visitors 

CBS.com  mobile  site,  CBS  Interactive 

Best  mobile  website  with  1  mtllion 
unique  monthly  visitors  or  nx>re 

Bloomberg  Mobile,  Bloomberg  L.P. 

Best  national  magazine- 
affiliated  website  with  less  than 
250,000  unique  monthly  visitors 

Harper's  Bazaar  Espana,  Spain  Media 
Magazines 

Best  national  magazine-affiliated 
website  with  1  million  unique 
monthly  visitors  or  more 

InStyle.com,  Time  Inc./ InStyle  Magazine 

Best  news  or  event  feature  on  a 
website  with  less  than  250,000 
unique  monthly  visitors 

Forever  Bound:  The  JHS  Class  of  2011, 
The  Joplin  Globe 

Best  news  or  event  feature  on  a 
website  with  250,000  to  1  million 
unique  monthly  visitors 

April  27  tornado  coverage.  The 
Tuscaloosa  News 

Best  news  or  event  feature  on  a 
website  with  1  million  unique 
monthly  visitors  or  more 

Bloomberg.com,  Bloomberg  L.P. 


Best  news  video  with  less  than 
250,000  unique  monthly  visitors 

Returned  migrants  find  home  at  last-stop 
hotel  in  Mexicali,  Imperial  Valley  Press 

Best  news  website  with  less  than 
250,000  unique  monthly  visitors 

EurasiaNet.org 

Best  news  video  with  1  million 
unique  monthly  visitors  or  more 

America’s  Foreclosure  Crisis,  CNN 

Best  news  website  with  250,000  to 
1  million  unique  monthly  visitors 

AlerNet,  Thomson  Reuters  Foundation 

Best  news  website  with  1  million 
unique  monthly  visitors  or  more 

FT.com,  Financial  Times 

Best  news/political  blog  with 
less  than  250,000  unique 
monthly  visitors 

The  Spot  blog,  The  Denver  Post . 

Best  news/political  blog  with  1  mil¬ 
lion  unique  monthly  visitors  or  more 

This  Just  In,  CNN 

Best  online  media  advertising/ 
media  campaign  with  less  than 
250,000  unique  monthly  visitors 

V'isitor's  Guide  of  St.  Augustine  Florida, 
Morris  Communication/ 

St.  Augustine  Record 

Best  online  media  advertising/ 
media  campaign  with  250,000  to  1 
million  unique  monthly  visitors 

Review-Journal  U  Pick  ’Em  Pro  Picks 
Blitz,  LiLS  Vegas  Re\'iew-Journal 

Best  online  media  advertising/ 
media  campaign  with  1  million 
unique  monthly  visitors  or  more 

Institute  of  Contemporaiy-  Art/Boston, 
Boston.com 

Best  overall  website  design  with 
less  than  250,000  unique  monthly 
visitors 

One  Smart  Read.  Best  stories.  Stellar 
experience.  No  ads.,  Ongo,  Inc. 

Best  overall  website  design  with 
250,000  to  1  million  unique 
monthly  visitors 

Tru.st.org,  Thomson  Reuters  Foundation 

Best  overall  website  design  with  1  mil¬ 
lion  unique  monthly  visitors  or  more 

BostonGlobe.com,  The  Boston  Globe 

Best  redesign/relaunch  with  less 
than  250,000  unique  monthly 
visitors 

iWatch  News,  The  Center  for  Public 
Integrity 

Best  redesign/relaunch  with 
250,000  to  1  million  unique 
monthly  visitors 

Associated  Press  Templates,  The 
Associated  Press 
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Best  redesign/relaunch  with  1 
million  unique  monthly  visitors 
or  more 

CNNMoney.com,  CNN 

Best  regional  magazine-affiliated 
website  with  250,000  to  1  million 
unique  monthly  visitors 

DMagazine.com,  D  Magazine  Partners 

Best  social  media  platform  with 
less  than  250,000  unique 
monthly  visitors 

AthensTalks.com,  Athens  Banner-Herald 

Best  social  media  platform  with  1  mil¬ 
lion  unique  monthly  visitors  or  more 

EW.com,  Entertainment  Weekly- 

Best  Spanish-language  newspaper 
website  with  less  than  250,000 
unique  monthly  visitors 

V^ivaColorado.com,  Viva  Colorado 

Best  Spanish-language  newspaper 
website  with  1  million  unique  month¬ 
ly  visitors  or  more 

LaNacion.com,  LA  NACION  (Argentina) 

Best  sports  blog  with  less  than 
250,000  unique  monthly  visitors 

DogBytes  Online,  Athens  Banner-Herald 

Best  sports  video  with  less  than 
250,000  unique  monthly  visitors 

Jernell  Hughes,  Naples  Daily  News 

Best  sports  video  with  1  million 
unique  monthly  visitors  or  more 

Outside  the  Lines:  A  Man  Obsessed, 
ESPN 


Pete  Adler,  Canada.com 
Jim  Aired,  News  Publishing  Co. 

Elizabeth  Warner  Bartolai,  The  Morning  Call 
Jak  Boumans,  VOF  Electronic  Media  Reporting 
Justin  Burke,  EurasiaNetorg 
Tonya  Carpenter,  Las  Vegas  Review-Journal 
Michael  Catalini,  National  Journal 
Ras.sen  Chun,  Columbia  University 
Ferran  Clavell,  CCRTC  Interactive 
Jon  Cooper,  Journal  Register  Co. 

Bill  Craven,  NPR 

Paul  D’Ambrosio,  Asbury  Park  Press 
i  Janet  DeGeorge,  Classified  Executive  Training 
Anthony  DeRico,  Shermans  Travel  Media 
Geoi^e  Dratelis,  Kostizi 
Roberto  Escardo,  ESPN 
Patti  Fantaske,  Penn  State 
Judith  Feen^,  Asbuiy  Park  Press 
Paul  Fichtenbaum,  SI.com 
Kent  Ford,  Missouri  Press  Association 
.4ngela  Martin  Gomo,  Spanish  language  instructor 
Jodi  Leese  Glusco,  WRALcom 
Tanya  Hanson,  Orlando  Sentinel 
Jere  Hester,  CUNY  Graduate  School  of  Journalism 
Susan  Hogan,  Star  Tribune 
Gfl  de  Zuni^  Homero,  Univeisity  ofTexas  at  Austin 
Keith  Jordan,  Upstream  Digital  Media  LLC 
Anjab  Kapoor,  The  Globe  and  Mail 
Chris  Krug,  Shaw  Suburban  Media 


Best  sports  website  with  less  than 
250,000  unique  monthly  visitors 

MSGVarsity'.com 

Best  sports  website  with  250,000  to 
1  million  unique  monthly  visitors 

HuskerE.xtra.com,  Lincoln  Journal  Star 

Best  sports  website  with  1  million 
unique  monthly  visitors  or  more 

ESPN.com 

Best  travel  website  with  1  million 
unique  monthly  visitors  or  more 

TravelandLeisure.com,  Travel  + 
Leisure/American  Express  Publishing 

Best  TV  website  with  250,000  to  1 
million  unique  monthly  visitors 

nbc4i.com,  WCMH-TV^ 

Best  TV  website  with  1  million 
unique  monthly  visitors  or  more 

TV.com,  CBS  Interactive 

Best  use  of  photography  on  a 
website  with  less  than  250,000 
unique  monthly  visitors 

God's  Lake  Narrows, 

National  Film  Board  of  Canada 

Best  use  of  photography  on  a  web¬ 
site  with  1  million  unique  monthly 
visitprs  or  more 

Reuters  Full  Focus,  Reuters.com 

Best  webcast  with  less  than 
250,000  unique  monthly  visitors 

CapeCast,  The  Cape  Cod 
T/mes/CapeCodOnline.com 


Jack  I.ail,  Knoxville  News  Sentinel 
Ross  Lasley,  The  Internet  Educator 
Yi'onne  Lat^’,  New  York  University 
Vance  Lehmkuhl,  Philadelphia  Daih' News 
Seth  Lewis,  University  of  Minnesota 
Jenny  Long,  The  Boston  Globe  ' 

Kate  Mackenzie,  Financial  Times 
I.aura  McAdoo,  The  Seattle  Times  Co. 

Paul  McAfee,  The  Press-FjiterprLse  Co. 

Jonathan  McCarthy,  MSG  Varsity 
Christine  McKenna,  Interport 
Jenney  Nalevanko,  The  Kiplinger  Washington  Editois 
Shaza  Nessa,  The  Associated  Press 
Stephanie  Ogilvie,  The  Roanoke  Times 
Nora  Raul,  University  of  Minnesota 
Andrew  Phelps,  Nieman  JoumalLsm  I,ab 
Edward  PikuLski,  Times  Shamrock 
Greg  Retsinas,  The  Ibess  Democrat 
Dan  Shorter,  The  New  York  Times 
Julia  Thompson,  Des  Moines  Register 
Maribel  Perez  Wadsworth,  Gannett 
Michael  Warren,  USA4Sale 
Kyle  Whitfield,  The  Dallas  Morning  News 
Gina  Wilcox,  The  New  York  Times 
Xuen  Pao  Robin  Yee,  Ngee  Ann  Polytechnic 
Chris  Ying,  MeSweeneVs 
Dennis  Yuen,  Litchinut  Studios 
Jose  Zamora,  The  Knight  Foundation 
E&Pstaff 
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Best  mobile  website  with  less  than 
250,000  unique  monthly  visitors 


Foreign  Affairs 


Best  news  video  with  250,000  to 
1  miiiion  unique  monthly  visitors 


LJWorld.com  videos,  M'**® 

,  ,  ,,,  ,  ,  Kevin  Anderson, 

Lawrence  Journa.l-Worlcl  Richard  Gwin, 

and  Nick  Krug 


Best  sports  video 
with  250,000  to  1 
million  unique 
monthly  visitors 

Shot  Put  Timelapse, 

Laxcrence 

Journal-World 


Best  weekly  newspaper  website 
with  less  than  250,000  unique 
monthly  visitors 


WauwatosaNOW,  Community 
Newspapers/MvOommunityNOW.com 


Nick  Krug, 
videographer 


Best  use  of  photography 
on  a  website  with 
250,000  to  1  million 
unique  monthly  visitors 

Find  yourself  at  Grey  Cup 
2010,  Edmonton  Journal 

Ryan  Jackson, 
photographer/videographer 
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Shannon  Brinker  has  been  promoted  to 
publisher  of  the  Rapid  City  (S.D.)  Journal. 
Most  recently,  she  served  as  advertising 
director  of  The  Pantagraph  in  Bloomington, 
Ill.  Brinker  joined  Lee  Enterprises  in  2003 
as  advertising  director  at  the  Columbus 
(Neb.)  Telegram,  where  she  was  promoted 
to  general  manager  for  the  Columbus  Area 
Choice  and  Hispanos  Unidos.  She  later 
worked  for  the  Lee  Enterprises  corporate  staff  as  sales  develop¬ 
ment  manager  and  served  as  advertising  director  for  The 
Southern  Illinoisan  in  Carbondale. 


The  board  of  the 
Audit  Bureau  of 
Circulations  has  elect¬ 
ed  Sunni  Boot.  CEO 
of  ZenithOptimedia 
Canada,  as  its  new 
chairman.  Boot  joined 
the  ABC  board  in  2008  and  previ¬ 
ously  ser\  ed  as  chairman  of  the 
ABC  Canada  Board  Committee. 
She  replaces  Merle  Davidson  of 
.ICPenney  Co.,  who  held  the  role 
for  three  years.  Daxidson  will  con¬ 
tinue  as  a  director  representing 
U.S.  advertisers. 

Newspaper  e.xecutives  from  four 
countries  were  elected  to  the  board 
of  the  World  As.sociation  of 
Newspapers  and  News  Publishers 
during  the  organization's  annual 
general  meeting  in  Vienna, 

Austria.  VV'AN-IFRA  elected 
Alvarado  Caviedes  Barahona  of 
Con.sorcio  Periodistico  de  Chile, 
representing  the  Chilean 
Newspaper  Publishers  Association, 
ANP;  Kotaro  Akiyama.  president 
of  Asahi  Shimbun,  representing 
the  Japane.se  Newspaper 
Association,  NSK;  Hoosain 
Kaijieker,  chief  executive  of  the 
Mail  &  Guardian,  representing 


Print  Media  South  Africa;  and 
Donna  Barrett,  president  and  CEO 
of  Community  Newspaper  Holdings, 
representing  the  Newspaper 
Association  of  America.  The  World 
Editors  Forum  elected  Geir  Arne 
Bore,  editor-in-chief  of  Drammens 
Tidende,  Norway;  Michael 
Fleischhacker,  editor-in-chief  of  Die 
Pressc,  Austria;  and  Anette  Novak, 
editor-in-chief  of  Norran,  Sweden. 


Matt  Haggman  has 
f  been  named  Miami  pro- 

^  gram  director  of  the 
John  S.  and  James  L. 
Knight  Foundation.  He 
has  worked  as  a  journal- 
HUHHI  ist  for  nearly  10  years, 
mo.st  recently  at  The  Miami  Herald. 
He  first  covered  legal  affairs  for  the 
Dailij  Business  Review,  then  joined 
the  Herald  in  2004,  initially  report¬ 
ing  on  the  real  estate  industry.  Since 
2009,  he  has  covered  Miami-Dade 
County  government. 

Lon  Wahlberg  has  been  named  asso¬ 
ciate  publisher  of  the  News- 
Enterprise  based  in  Los  Alamitos, 
Calif.  Wahlberg  oversees  daily  opera¬ 
tions  and  manages  the  publication’s 
overall  direction  including  editorial. 


advertising,  marketing,  and  pro¬ 
duction.  Most  recently,  Wahlberg 
served  as  senior  partner  with 
Harper  Media.  He  replaces  Guy 
Cariglio,  who  has  accepted  a  posi¬ 
tion  with  the  Los  Angeles  Times. 

Mark  Heintzelman 

has  been  appointed 
publisher  of  The 
Sentinel,  serving 
communities  in  cen¬ 
tral  Pennsylvania.  He 
most  recently  served 
since  2006  as  controller  of  The 
Daily  Herald  in  Provo,  Utah.  He 
also  led  the  Lee  Enterprises 
regional  finance  center  since 
2009.  Heintzelman  joined  Lee  in 
1997  at  the  Missoulian  in 
Missoula,  Mont.,  where  he  serv  ed  . 
as  assistant  controller  before 
advancing  to  assistant  controller  at 
the  Billings  (Mont.)  Gazette. 

Liz  Engel  Clark  has 
been  appointed  edi- 
tor  at  the 

Business  Journal  in 
1  Cookeville,  Tenn. 

^  ^  She  previously  served 

as  a  news  reporter  at  the 
Cookeville  Herald-Citizen,  cover¬ 
ing  city  and  county  government. 

Michael  Rinker  has  been  appoint¬ 
ed  editor  at  the  Lake  Powell 
(Ariz.)  Chronicle,  replacing  Sarah 
Owen.  Rinker  previously  directed 
coverage  at  Best  Friends  magazine 
and  served  as  sports  editor  at  the 
Baker  County  (Fla.)  Press. 

David  Millikin,  chief  news  editor 
for  Agence  France-Presse  North 
America,  has  been  appointed 
director  for  North  America,  effec¬ 
tive  April  1.  Millikin  joined  AFP 
in  1983  as  a  journalist  on  its  Hong 
Kong  desk  and  then  the  English 
desk  in  Paris.  He  had  stints  as 
correspondent  in  Washington, 
news  editor  in  Jerusalem,  and 
English  service  chief  in  Paris 
before  being  appointed  Sydney 
bureau  chief  and  then  state 
department  correspondent  in 
Washington.  He  headed  up 
Newswag,  an  AFP  subsidiarj'  in 
San  Francisco,  before  returning  to 
Washington  as  chief  news  editor 
for  North  America. 


NEWSPEOPLE 


Presstek,  Inc.,  supplier  of  digital  off¬ 
set  printing  solutions  to  the  printing 
and  communications  industries,  has 
restructured  its  North  American 
sales  organization.  In  the  U.S.,  Kurt 
Hamlin  has  assumed  the  role  of 
director  of  sales  for  digital  printing 
systems.  He  has  nearly  30  years  of 
industry  experience  in  manufacturer 
and  print  provider  organizations.  In 
the  computer-to-ptate  business, 
John  Meyer  has  moved  into  the 
role  of  director  of  sales.  Prior  to  join¬ 
ing  Presstek,  Meyer  held  a  number 
of  high-level  marketing  positions  at 
Fujifrim  USA  for  more  than  22 
years.  In  Canada,  Todd  Phillips 
\A/ill  continue  to  manage  sales  for 
both  the  Dl  and  CTP  product  lines 
in  his  role,  as  riational  sales  director. 

Bob  McCrea  has 

been  appointed  a 
regional  sales  manag¬ 
er  for  manroland  Inc. 
He  will  be  responsi¬ 
ble  for  sheetfed  sales 
-in  the  greater  Toronto 
metropolitan  area  as  well  as  the 
provinces  of  Manitoba, 
Saskatchewan,  Alberta,  and  British 
Columbia.  McCrea  is  a  Canadian 
printing  industry  sales  veteran,  with 
more  than  25  years  of  experience  as 


a  senior  sales  representative  and 
national  manager  for  remarketed 
equipment. 

John  Sweeney 

||k  has  been  named 

|w  to  Color-Logic’s 

advisory  board. 
Sweeney  has  an 
v:^  >  extensive  back- 
ground  in  the 
printing  industry 
for  bringing  new  technologies 
to  market.  He  served  as  vice 
president  of  marketing  for  the 
Graphic  Arts  Technology 
Foundation  and  pioneered  the 
use  of  online  instrumentation  for 
the  control  of  color  and  soft 
proofing  technologies.  Sweeney 
sits  on  several  industry  standards 
committees  and  is  an  officer  of 
several  industry  associations. 

Steve  Pantelick  has  been  appoint¬ 
ed  chief  financial  officer  with 
PubMatic.  Previously,  he  served 
as  CFO  of  Ofoto/Kodak  Gallery, 
held  numerous  senior  executive 
positions  at  Blockbuster,  and 
spent  seven  years  with  Cadbury 
Schweppes  in  a  variety  of  senior 
finance  roles  in  Europe  and  the  . 
United  States. 


Amanda  Michel  has  been  named 
open  editor  at  guardiannews.com, 
the  New  York-based  operation 
j  from  Guardian  News  and  Media. 

!  In  her  new  role,  she  will  cover  col- 
I  laboration,  transparency,  and 
I  I  crowdsourcing,  among  other  top- 
j  ics.  She  was  most  recently  engage¬ 
ment  editor  at  ProPublica.  Before 
I  that,  she  worked  on  the  Offl'heBus 
I  citizen  journalism  project  for  The 
j  Huffington  Post. 

Carolyn  King  has 
been  named  deputy 
bureau  chief  at  the 
newly  integrated 
Wall  Street 
.Tournal/Dow  Jones 
Newswires  bureau  in 
Toronto.  She  has  been  with  Dow 
Jones  Newswires  since  1992  and 
ser\'ed  most  recently  as  assistant 
news  editor. 

Andrea  Nuim  has  been  named  Wee 
president  of  media  and  business 
development  with  Los  Angeles 
I  Times  Media  Group,  assuming 
sales  responsibility  for  broadcast¬ 
ing  and  publishing.  She  joined  the 
Times  from  HBO,  w^here  she  was 
vice  president  of  domestic  network 
distribution. 

!  David  Bums  was  promoted  to  vice 
■  president  of  promotional  revenue, 

!  sports,  and  events  with  Los 
!  Angeles  Times  Media  Group.  He 
i  was  most  recently  the  Times’  man- 
I  aging  regional  sales  director  for 
the  Westside,  where  he  worked  to 
j  build  sponsorship  and  product 
I  placement  revenue  in  the  wine, 
j  spirits,  and  beer  categories. 

Chris  Coates  has 
joined  the  Sioux  City 
(low'a)  Journal  as 
city  editor.  He  most 
recently  serv'ed  as 
managing  editor  in 
the  Illinois  new's- 
room  of  Suburban  Journals  of 
greater  St.  Louis. 

!  Josh  Awtry  has  been  appointed 
I  executive  editor  at  The  Coloradoan 
I  in  Fort  Collins,  Colo.  He  replaces 
1  Robert  Moore.  Awtry  previously 
1  serv'ed  as  editor  of  Times-News  in 


Twin  Falls,  Idaho.  Before  that,  he 
was  assistant  managing  editor  at  The 
Salt  Lake  Tribune,  aiding  with  visu¬ 
als  and  multimedia. 

Jermifer  Collins  has  been  named  vice 
president  of  digital  revenue  products 
with  Los  Angeles  Times  Media 
Group.  Collins  will  focus  on  develop¬ 
ing  new  products  and  partnerships 
to  bolster  revenue.  She  will  also  over¬ 
see  the  publishing  of  special  sections. 
She  was  formerly  general  manager  of 
Variety.com. 

Facebook  co-founder  Chris  Hughes 
has  been  named  to  the  Knight 
Foundation  board.  The  foundation  is 
shifting  its  strategv’  from  charity  to 
“social  investing”  as  news  and  infor- 
i  mation  deliverv'  becomes  digital. 


Since  2007,  the  foundation  has 
inve.sted  more  than  SlOO  million 
in  new  technologv-  for  news  and 
information  in  more  than  200  • 

experiments. 

Mike  Kechichian  was  pronvoted  to 
v  ice  president  of  advertiser  mar¬ 
keting  with  Los  Angeles  Times 
Media  Group.  He  was  previously 
director  of  marketing,  planning, 
and  development  for  the  group,  a 
position  he  had  since  2006. 

t  Kathy  Chaney  has 

been  named  manag¬ 
ing  editor  of  Chicago 
Defender.  She  most 
recently  served  as 
interim  editor  and 
reporter. 


NEWSPEOPLE 


Sarah  Fenske  has  been  named  editor 
of  LA  Weekly,  replacing  Drex  Heikes. 
Pre\iously,  she  served  as  managing 
editor  of  The  Riverfmnt  Times  in  St. 
Louis.  She  was  also  a  columnist  with 
the  Phoenix  New  Times. 

Chris  Giygiel  has 
been  appointed 
■n  ^  Washington  state 
news  editor  at  The 
Associated  Press.  He 
J  I  seiz  ed  as 

^  *  editor  of  the  Seattle 
Post-Intelligencer,  covering  local 
news  and  politics. 

Agence  France- Presse  deputy 
news  director  Juliette  Hoflier- 
Larousse  has  been  appointed 
director  of  the  Latin  American 
region,  effective  July  1.  Hollier- 
Larousse  joined  AFP  in  1988, 
working  in  the  audio  service  in 
Marseilles  and  Nice  before  becom¬ 
ing  a  general  news  reporter  in  Paris, 
where  she  also  worked  on  the  Africa 
desk.  She  was  then  appointed  news 
editor  for  East  Africa  based  in 
Nairobi.  Returning  to  Paris,  she 
worked  as  a  senior  editor  on  the 
Europe  desk  before  becoming  head 
of  the  graphics  service  and  then 
international  multimedia  coordina¬ 
tor.  She  was  appointed  deputy  news 
director  in  June  2009. 

Tim  Richardson  has 
■|^  ^  1  joined  the 
Washington 
Examiner  as  assistant 
managing  editor  of 
^  digital.  He  most 
recently  served  as 
managing  editor  of  digital  at  the 
Las  Vegas  Sun. 

Zohar  Yardeni  has  been  appointed 
chief  executive  officer  of  Main  Street 
Connect.  Yardeni  succeeds  founder 
and  publisher  Carll  Tucker,  who  will 
become  chairman  of  the  company.  A 
tech  industty  veteran,  Yardeni  previ¬ 
ously  served  at  Thomson  Reuters  as 
global  head  of  pnxluct  capabilities. 
Yardeni  is  founder  of  radiusIM  and 
CallStrt'et. 

David  Beard  has  started  as  site-wide 
engagement  editor  at  The 


Washington  Post,  where  he  ov  ersees 
day-to-day  management  of  the  social 
media,  interactivity,  blogging,  and 
entertainment  and  lifestyle  production 
teams  led  by  Katharine  Zaleski.  He 
most  recently  served  as  deputy  editor- 
in-chief  and  online  editor  at  the 
National  Journal,  and  as  editor  of 
Boston.com. 

Janet  Adamy  has  been  named  a  news 
editor  in  The  Wall  Street  Journal's 
Washington,  D.C.  bureau.  She  will 
continue  to  cover  national  health  poli¬ 
cy'  for  the  paper. 

Steve  Wagner  has  joined  The  Bemidji 
(Minn.)  Pioneer  as  editor,  replacing 
Molly  Miron,  who  has  retired.  Wagner 
previously  seived  as  news  director  at 
The  Forum  of  Fargo-Moorhead  in 
North  Dakota. 


Jenifer  Gee  has  been  pro¬ 
moted  to  senior  editor  at 
the  Auburn  (Calif.) 
Journal.  She  was  previous¬ 
ly  a  reporter. 


Agence  France-Presse  Tokvo  bureau 
chief  Gilles  Campion  has  been 
appointed  director  of  the  Asia-Pacific 
Region,  effective  July  1.  Campion  has 
been  with  AFP  since  1978.  He  worked 
as  a  journalist  in  Beijing  before 
becoming  Hanoi  bureau  chief  with 
responsibility-  for  Vietnam,  Cambodia, 
and  Laos.  He  returned  to  Beijing  as 
bureau  chief  before  heading  to  Nicosia 
as  chief  news  editor  for  the  Middle 
East  region.  He  was  head  of  the  inter¬ 
national  desk  in  Paris  before  being 
appointed  bureau  chief  in  Tokyo. 

Emily  Mentzer  has  been  named  editor 
of  The  Lebanon  (Ore.)  Express.  She 
had  previously  serv  ed  as  a  news 
reporter  since  2009- 

Stuart  Kirk  has  been  named  global 
editor  of  Lex,  The  Financial  Times' 
business  and  financial  column.  Kirk 
will  lead  the  team  trom  New  York 
until  he  relocates  to  London  in 
February.  He  replaces  John  Authers, 
who  will  become  the  publication’s  sen¬ 
ior  investment  columnist.  Kirk  has 
written  for  and  edited  the  column 
since  2006,  serving  most  recently  as 
deputy  Lex  editor. 


Michael  Topel  has  been  appointed 
editor  of  The  Trentonian  in 
Trenton,  N.J.  Most  recently,  Topel 
served  as  senior  editor  for  digital 
content  for  The  Philadelphia 
Inquirer. 

Debbie  Hiott  is  the  new  editor  at  the 
Austin  (Texas)  American-Statesman. 
She  replaces  Fred  Zipp,  who  resigned 
in  early  September  2011.  Zipp  had 
been  with  the  publication  since  1998. 
Hiott  previously  served  as  the 
Statesman's  managing  editor. 

Nels  Jensen  has  been  named  editor 
of  The  Press-Enterprise  and  vice 
president  of  new's  and  content  for 
Enterprise  Media  in  Riverside, 

Calif.  Jensen  replaces  Maria  De 
Varenne,  w'ho  left  the  company  to 
serve  as  e.xecutive  editor  and  vice 
president  of  news  for  The 
Tennessean  in  Nashville.  Jensen 
joined  the  paper  as  sports  editor  in 
2000,  having  previously  w'orked  at 
The  Dallas  Morning  News.  He  has 
served  as  assistant  managing  editor 
and  deputy'  managing  editor  of  The 
Press-Enterprise,  and  for  the  past 
sLx  years,  he  focused  on  the  develop¬ 
ment  of  Enterprise  Media’s  digital 
content  strategy,  most  recently  serv'- 
ing  as  senior  director  of  content  and 
programming. 

Brian  Bnuker  has  been  named  a 
news  editor  at  GuardianNew's.com, 
the  New’  York-based  operation  from 
Guardian  News  and  Media  He  most 
recently  served  as  a  news  editor  at 
Adweek.  Before  that,  he  was  a  gener¬ 
al  £issignment  writer  and  homepage 
editor  for  ABC  News,  and  an  editor 
at  Newsweek  from  2001  to  2008. 

Lesbe  Eaton  has  been  appointed 
Dallas  bureau  chief  at  The  Wall 
Street  Journal,  replacing  Jennifer 
Forsyth,  w'ho  is  now  national  news 
editor.  Eaton  had  been  deputy 
bureau  chief  since  2008.  The  Dallas 
bureau  includes  correspondents  in 
Houston,  Austin,  and  Denver,  and 
in  addition  to  general  regional  news 
specializes  in  energy  and  retailing. 


For  awards  and  obituaries,  visit 
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Let  our 
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Publications  For  Sale 


FOR  SALE  BY  KAMEN  &  CO. 

Long  Island,  NY  Weekly  Newspapers, 
East  Coast  Aviatk)ft/Pilot  Newspaper, 
DC/VA  Metro  Dog  Mag,  Chicago,  IL 
B2B  Reg.  Mag,  NY/CT  Health  & 
Wellness  Newspaper,  Sedona  AZ, 
PA  and  Missouri  Reg.  Mags, 
Upstate,  NY  Shopper,  Nat'l  Enviro 
Mag,  Ohio  Newspaper  Group, 
Parents  titles  from  MA.  NY,  CT  &  Rl. 
516-379-2797  •  mfo^KamenGroup-com 


PROFITABLE 

Western  U.S.  weekly.  Great  weath¬ 
er,  business  area.  Revenue  in  $500- 
$600K  range  w/17%  owner  cash 
flow. 

Contact  Gregg  K.  Knowles,  Broki 
(661)833-3834. 
Appraisals-Acquisitions. 
www.media-broker.com 


PROFITABLE  AWARD-WINNING 
MIDWEST  WEEKLY  NEWSPAPE 

Rapidly  growing  community  plus 
steady  seasonal  tourist  area.  Family 
owned  and  operated  for  more  than 
35  years.  A  nice  fit  for  a  single  opera¬ 
tor  or  as  part  of  an  existing  printing 
operation  or  publishing  group. 
Serious  inquires  only. 

Please  email: 

newspaperforsaleS  1  ^yahoo.com 
or  call  Charlie  Wrubel201 -51 9-6973 


ADVERTISING  SALES  DIRECTOR 

The  Uniontown  Herald  Standard  a 
digital  and  print  community  newspa¬ 
per  located  in  Uniontown  Pa.  is  seek¬ 
ing  a  highly  energetic  entrepreneuri¬ 
al  Advertising  Sales  Director  with  a 
proven  track  record  of  driving  reve¬ 
nue  in  a  diverse  multi-platform  envi¬ 
ronment. 

For  more  details  and 
requirements  please  visit 
www.heraldstandard.com/sales 
Please  send  cover  letter 
and  resume  to: 
resume<^heraldstandard.com 
EOE 


GENERAL  MANAGER 

The  Columbus  Dispatch  -  named  the 
best  newspaper  of  2009  and  2010  by 
the  Ohio  Associated  Press  -  seeks  a 
General  Manager  to  oversee  our  pro¬ 
duction  operations  and  manufactur¬ 
ing  facility. 

The  GM  of  Production  will  manage 
the  day-to-day  operations  of  the  fa¬ 
cility  while  maintaining  quality  and 
productivity  standards  and  oversee¬ 
ing  financial  performance  budgeting 
capital  submissions  local  commercial 
printing  sales  and  customer  service. 

The  ideal  candidate  will  have  ten  or 
more  years  of  experience  in  high-vol¬ 
ume  offset  printing  progressive  pro¬ 
duction  management  experience 
and  thorough  knowledge  of  newspa¬ 
per  front-end  systems;  pagination 
systems:  output  systems;  offset  lith¬ 
ography;  computer-to-plate  plate¬ 
making  systems;  offset  presses:  auto¬ 
matic  material  handling  systems 
(AGVs);  sophisticated  inserting  stack¬ 
er  and  palletizing  systems;  and  com¬ 
puter-integrated  manufacturing 
(CIM)  for  prepress,  press  and  post¬ 
press  equipment. 

Do  you  have  what  it  takes  to 
conquer  this  challenge? 

Apply  today  at 
dispatch.com/careers 

The  Columbus  Dispatch  is  an  Equal 
Employment  Opportunity  Employer. 
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Advertise  your  business 
for  as  low  as 

$35.00 

per  month! 


For  more  info,  call 

1-800-887-1615 


THE  ANTELOPE  VALLEY  PRESS 

Join  Our  Team!  Searching  for 
Experienced  Sales  Professional. 

The  Antelope  Valley  Press  is  search¬ 
ing  for  an  experienced  Major  and  Na¬ 
tional  sales  professional  with  a  pro¬ 
ven  track  record  of  closing  sales  and 
building  business  for  advertisers. 
Must  have  a  minimum  of  3  years  ex¬ 
perience  working  with  Major  and  Na¬ 
tional  advertising  agencies,  be  de¬ 
tailed  oriented,  organized  and  pas¬ 
sionate  about  building  relationships 
and  partnering  with  businesses  to 
help  them  grow.  Applicant  must 
have  reliable  transportation  and 
clean  driving  record.  The  AV  Press,  an 
award  winning  local  newspaper  lo¬ 
cated  in  northern  Los  Angeles  Coun¬ 
ty,  is  the  source  for  all  of  the  AV's  lo¬ 
cal  news,  sports,  advertising  and 
more.  Become  a  part  of  a  winning 
team. 

5end  your  resume,  DMV  print  out 
and  proof  of  insurance  to: 
personnel^avpress.com 
Mail  to:  P.O.Box  4050 
Palmdale,  CA  93590 
Drop  your  resume  by  37404  N. 
5ierra  Hwy,  Palmdale  attention 
Personnel.  For  more  information, 
contact  Carol  Skinner,  Personnel 
Manager  at  (661  )267-41 22. 


SEEKING  EXECUTIVE  DIRECTOR 

The  West  Virginia  Press  Association, 
based  in  Charleston,  WV,  an  organi¬ 
zation  of  over  85  newspapers  is  seek¬ 
ing  an  Executive  Director  effective 
May  1,  2012.  The  candidate  must 
have  significant  knowledge  of  all  fac¬ 
ets  of  the  newspaper  industry  as  well 
as  an  understanding  of  the  issues 
that  play  a  significant  role  in  the  daily 
operations  of  our  member  newspa¬ 
pers. 

In  addition  to  the  daily  duties  of  run¬ 
ning  the  press  association  the  execu¬ 
tive  director  will  also  be  responsible 
for  marketing  our  member  newspa¬ 
pers  to  businesses  throughout  the 
Mid  Atlantic  and  Southern  states. 
Other  duties  include  but  are  not  lim¬ 
ited  to,  coordination  of  government 
affairs,  the  planning  of  our  annual 
convention  and  the  creation  of  a 
monthly  online  training  programs  fo¬ 
cusing  on  advertising,  circulation  and 
editorial  issues  as  well  as  topics  on 
production  and  human  resources. 

Salary  will  be  based  on  experience 
and  benefits  include  health  insur¬ 
ance  and  retirement.  Please  include 
salary  requirements  in  cover  letter. 

Send  resume  by  January  31, 2012, 
to  Jim  5panner,  P.O.  Box  1 787, 
Parkersburg,  WV  26102 
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CLASSIFIED  ADVERTISING 


DON’T  SELL  YOUR 
WEB  PRESS 


Until  you  contact 

Newman  International  Web  Press  Sales 

■  Worldwide  Marketing  o; 

("onimercial  W^b  and 
Newspaper  Web  Precis 


PRESSES  WANTED:  GOSS  COMMUNITY,  1 
URBANITE,  METRO  &  UNIVERSAL;  HARRIS  I 
V15D,  V25,  V30:  SOLNA;  KING;  TENSOR;  &  ; 
DAUPHIN  ' 


FOR  SALE:  DOUBLE  PARALLEL  GOSS  SSC 
FOLDER  WITH  75  HP  DRIVE;  GOSS  COM¬ 
MUNITY  SC  UNITS  WITH  RCR  @  $5,000; 
SSC  GOSS  UNITS  @  $7,500;  4/U  1998 
STACKED  NEWS  KING  $28,000 

NEWMAN  INTERNATIONAL,  LLC. 
TEL:  (913)  638-1040 
E-mail:  j.newman@attglobal.net 


FOR  SALE 


•9-unit  Goss  SC  -  folder 
w/SSC  qtr  folder  &  u.f. 

•8-unit  Goss  SC  press  (2 
factory  stacked  units) 

•  7-unit  Goss  Community,  SC 
folder  with  upper  former. 

•  1300  series  Urbanite  units 


•8-unit  Goss  Urbanite 

•  10-unit  Goss  Cosmo  press 

•  JARDiS  flying  autopasters 
(2002) 

•9-unit  Goss  Metro  Offset 
•22”  Goss  Metroiiner  press 


(913)  492-9050  •  inmc1@inlandnews.com  •  www.inlandnews.com 
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Shoptalk/Corn  men  ta  ry 

Discriminatory  Policies 
Won’t  Stand 

Virginia  Supreme  Court  taking  corrective  action 


BY  JEREMY  M.  LAZARUS 


For  the  first  time  in  decades, 
the  Virginia  Supreme  Court 
is  seeking  to  revamp  its 
press  policy  that  systemati¬ 
cally  discriminates  against  black- 
and  minorit>  -o\vned  newspapers  in 
the  coverage  of  events  such  as  the 
investiture  of  new  judges. 

Sexist  language  also  is  being 
deliberately  scrubbed  from  the 
court’s  website  and  publications. 

Chief  Justice  CMithia  D.  Kinser 
disclosed  both  efforts  in  a  sit-down 
meeting  at  the  Supreme  Court  with 
the  court’s  toughest  critic  on  both 
issues,  Richmond  Free  Press  edi¬ 
tor/publisher  Ra>Tnond  H.  Boone. 

For  more  than  10  years,  the  Free 
Press  has  blasted  the  court  for  \io- 
lating  the  First  Amendment  by 
excluding  Free  Press  photographers 
from  covering  investitures  on  behalf 
of  the  200  black-owned  newspapers 
nationwide. 

The  latest  example:  the  Sept.  1, 
2011  investiture  of  Justice  Elizabeth 
A.  McClannahan.  A  Free  Press  pho¬ 
tographer  w  as  barred  from  the 
Supreme  Court  building  to  cover 
the  ceremony.  Instead,  Free  Press 
photographer  Sandra  Sellars  could 
shoot  outside  the  court  building, 
while  a  photographer  from  the 
daily,  w  hite-owned  Richmond 
Times-Dispatch  was  given  the 
exclusive  opportunity  to  snap  the 
ceremony  on  behalf  of  The 
Associated  Press. 

The  Free  Press  also  has  ham¬ 
mered  the  court  for  the  continued 
use  of  “his”  and  “he”  gender  refer¬ 
ences  in  its  publications  and  on  its 
website,  ratber  than  striving  for 
gender  neutrality’. 


% 


The  chief  justice  requested  the 
meeting  in  an  Aug.  31  email  to 
Boone  from  the  court.  The  email 
was  in  response  to  an  Aug.  30  let¬ 
ter  Boone  couriered  to  the  chief 
justice  requesting  a  change  in  the 
press  policy.  Also  on  hand  for  the 
meeting  was  new  Justice  Cleo  E. 
Powell,  the  first  African- 
American  woman  to  sit  on  the 
bench  of  the  state’s  top  court. 
Justice  Powell  was  formally 
installed  Oct.  21,  2011. 

Most  of  the  focus  was  on  the  press 
policy  that  also  has  drawm  concern 
from  press  organizations,  including 
the  Virginia  Press  Association,  the 
Coalition  for  Open  Government, 
and  the  National  Newspaper 
Publishers’  Association. 

Legislators  also  have  been  con¬ 
cerned.  Before  tbe  meeting, 
Richmond  Sen.  Henry  L.  Marsh  III, 
w’ho  chairs  the  Senate  Courts  of 
Justice  Committee,  which  is 
involved  with  judicial  appoint¬ 
ments,  expressed  support  for  the 
calls  for  change  by  the  Free  Press. 

No  decisions  on  a  new  press  poli¬ 
cy  have  been  made,  tbe  chief  justice 
emphasized,  but  sbe  also  stressed 
that  the  court  is  seeking  ways  to 
improv'e  its  coverage  policy  and  end 
the  criticism  from  the  Free  Press 
and  its  growing  group  of  allies. 

The  goal,  she  said,  is  to  craft  a 
policy  that  would  serve  the  court 
“now  and  in  the  future.”  Boone 
agreed,  saving  the  policy  should  be 
guided  by  fairness. 

Sbe  noted  that  each  justice,  not 
the  court,  chooses  the  site  for  the 
investiture  ceremony.  Space  is  at  a 
premium  when  the  court’s  small 


Virginia  Supreme  Court  Chief  Justice  Cynthia  D. 
Kinser,  left,  and  Justice  Cleo  Powell  pose  with 
Free  Press  editor/publisher  Raymond  H.  Boone. 

formal  courtroom  is  used,  she  said, 
leaving  little  room  for  photogra¬ 
phers  and  reporters  if  family, 
friends,  and  invited  guests  are  to  be 
accommodated. 

Sbe  said  tbe  court  “is  considering” 
allowing  two  press  photographers  • 
to  cover  the  ceremony  rather  than 
continuing  the  practice  of  restrict-  i 
ing  coverage  to  one  photographer 
plus  a  pool  videographer  for  broad¬ 
cast  outlets. 

Chief  Justice  Kinser  also  indicat¬ 
ed  the  court  might  ask  the 
Virginia  Press  Association  to  man¬ 
age  a  revolving  list  of  new'spapers 
interested  in  providing  coverage  to 
,  ensure  that  no  one  photographer 
or  newspaper  would  dominate 
coverage. 

Boone  said  the  court  would  “send 
a  message”  that  this  w’as  a  new  day 
by  allowing  the  Free  Press  to  be 
first  on  such  a  list. 

Chief  Justice  Kinser  told  Boone 
that  she  supported  his  position 
opposing  sexist  language  in  court 
publications  and  on  its  w'ebsite. 

She  said  that  since  February  when 
she  took  office,  she  has  had  the 
court’s  staff  comb  through  the 
website  and  court  publications  in  | 
order  to  eliminate  “inappropriate  | 
gender  language.” 

Sbe  invited  Boone  to  assist  in 
efforts  to  expunge  antiquated  gen¬ 
der  references  in  the  court’s  elec¬ 
tronic  and  print  media.  He  agreed 
to  do  so.  a  I 

_  -  ..  --  -  ! 

This  story  originally  appeared 
in  the  Sept.  22-24  edition  of 
the  Free  Press  and  has  been  | 
edited  for  length.  j 
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Digimarc  Discover""  is  ' 
putting  an  end  to  the 
static,  offline  reading 
experience  -  uniting, 
print,  mobile  and  Web 
initiatives  by  connecting 
print  to  the  digital 
world  on  the  device 
we  carry  with  us  24/7 
-our  smartphone. 

Bring  your  readers  back  to  print. 
Give  them  the  interactive,  multi- 
media  experiences  they  want 
from  articles  and  ads  -  things  like 
view  a  video,  share  with  a  friend, 
comment  on  a  story,  get  additional 
information,  and  place  an  order - 
all  from  your  printed  newspaper. 


Close  the  sale  for  your  advertisers 

Imagine  readers  using  their 
smartphone  to  access  detailed 
product  information,  consumer 
ratings,  videos,  and  special 
promotions  directly  from  printed 
ads.  With  Digimarc  Discover, 
print  ads  are  now  actionable  and 
measureable  like  never  before. 

How  is  Digimarc  Discover  different?  - 

•  Unlike  barcodes  and  tags,  there  is 
no  loss  of  valuable  space  and  no 
negative  impact  to  design  and  layout. 

•  Readers  are  instantly  connected  to 
the  additional  online  content  without 
having  to  take  a  picture,  email  it 

off,  and  wait  for  a  response. 

•  Easy  trials  through  the  Digimarc 
Discover  Online  Services  Portal. 


TRY  IT  YOURSELF. 

THIS  AD  IS  INTERACTIVE. 

Download  the  Digimarc  Discover 
mobile  app  from  the  iTunes 
App  Store  or  Android  Market 
and  follow  the  directions. 
Experience  this  ad  come  to  life. 

Learn  how  simple  it  is  to  get  started 
at  www.digimarc.com/online. 
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Unlock  the  Value  of  your 
Premium  Display  Ad  Inventory! 


Expanding  Ads 


Sticky  Note  Ads 


Video  Ads  Wallpaper  Ads 

Call  for  a  live  demo  today: 

866.467.2289. 
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